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AWARDS TO BE PROUD OF... 





The Medal of the National Export Exposition 
and ‘Printers’ Ink’’ Third Sugar Bowl. 


Philadelphia Record 


CIRCULATION 195,000 





The Quantity proves the-QUALITY. 


April, 1900, was the largest advertising month in the history of this paper. 


DON’T THINK OF MAKING UPA 
709. PHILADELPHIA LIST WITHOUT 
PLACING ‘‘THE RECORD” FIRST. 
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Superstition ! 











Y first year in No. 13 Spruce Street ended on 
April 30th, and although 13 is considered 
a hoodoo, I can truthfully say that my busi- 
ness, for the past year, has exceeded all previous 
records. My total number of orders reached 11,883, 
and | had the pleasure of shipping goods to Dawson 
City and Cape Nome, Alaska, which is quite an 
honor to a comparatively new man in the ink busi- 
ness. My city trade has grown wonderfully since | 
moved into a store floor, and when I look back to 
where | started in a room 20 feet square up four 
flights of stairs, with no elevator, | wonder how my 
customers ever stood the inconvenience. 8,163 
orders in one year from my own city is rather posi- 
tive proof that | am Best Liked where Lest Known. 
I have seen many changes in the trade which were 
never dreamt of before | started, and if some of the 
old ink men who have passed away were to learn of 
them they would actually turn in their graves, My 
success was achieved by doing just as I promised, 
and if I was not able to meet all requirements | read- 
ily admitted it. Send for a copy of my price list or 
if you use special grades mail me a small sample of 
the ink and | will analyze same and quote prices 
which may interest you. 










PRINTERS INK JONSON, 
13 Spruce St., New York. 
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WINE OF CARDUI FACTS. 
By Edith R. Gerry. 


The remedy which starts its 
career with a story of an impress- 
ive origin stands a better chance 
of success than the one which does 
not. A good illustration of this is 
Wine of Cardui, the medicine for 
women, prepared by the Chatta- 
nooga Medicine Company of Chat- 
tanooga, Tenn. Its history is 
bound up with romance and this 
perhaps has helped it climb to the 
seat of prominence it occupies. It 
seems a real Indian woman con- 
cocted the herbs of which this rem- 
edy was originally compounded 
and presented them to a girl who 
was badly in need of something of 
the sort, in a party of immigrants 
traveling from North Carolina to 
Tennessee in 1825. The medical 
value of the concoction soon made 
itself known, and seeds of the herbs 
were begged from the squaw. 
These seeds were planted and 
raised by this family and their de- 
scendants for several generations, 
in this way gaining a famous local 
reputation. They at last came to 
the attention of the Rev. R. L. Mc- 
Elree, a prominent Presbyterian 
minister, who used the medicine 
in his own family with such won- 
derful results that he commenced 
to put in on the market. In the 
year 1880 the Chattanooga Medi- 
cine Company obtained control of 
the herbs and, applying modern sci- 
entific principles, commenced to 
manufacture from them what is 
now known as McElree’s Wine of 
Cardui. 

The advertising of the firm has 
been liberal and varied. It has 
been illustrated and unillustrated. 
It has laid itself open to the grave 
charge of being sensational, and it 
has also been “refined” enough to 


please even the taste of a connois- 
seur. 


Feeling that an expression 
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of opinion from such a concern 
would be interesting, I sought Mr. 

A. Patten, the member of the 
firm intrusted with the manage- 
ment of the ad department. 

I looked him coldly in the eye 
and said: “I am told you are the 
man who has occasionally been 
gui ilty of using such expressions as 
‘Saved from the Knife and the 
Grave,’ ‘Unwritten Tragedies,’ etc., 
in your advertisements. Many 
have arisen proclaiming this un- 
wise. Did you notice an alarming 
falling off of trade while these 
headlines were in use?” 

Mr. Patten smiled. Then he 
said: “No. They seemed to work 
quite as well as ‘Needed in Every 
Home,’ ‘True Womanly Beauty,’ 
etc., which we have also used, and 
I account for it by the fact that 
there are all kinds of people in the 
world. 

“And we try to remember, too, 
that when a woman is not well it’s 
a very serious thing to her. In 
our advertising we recognize this 
principle, point out the dangerous 
symptoms and solicitously recom- 
mend a remedy. The mere cold 
announcement that if they have a 
pain, you have a remedy, does not 
please them. They like sympathy, 
and they are very much interested 
in their physical machinery. Sym- 
pathetic, earnest and honest state- 
ments are seldom without effect, 
whether they, be accompanied by 
pictures of angels or skeletons. 
There are women who can only be 
reached by the ‘Saved from the 
Knife’ business, and there are those 
that do not, of course, approve of 
it. But as our medicine is good 
for all of them, we try to use all 
k nds of legitimate means to reach 
all kinds of people. 

“Youn will notice that the ‘Knife 
and Grave’ expression to which 
you have referred is taken from an 
earnest woman’s letter which was 
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printed as part of the advertise- 
ment. It is the same with others 
we have used. We do not know a 
better way to reach other women 
than by the use of ads built on the 
experiences of those who have 
used Wine of Cardui, as told by 
themselves. Our ‘Ladies’ Advis- 
ory Department’ has letters from 
over 100,000 women each year and 
that provides an accurate guide 
for shaping advertising plans. We 
try to use the ‘alarming,’ the ‘per- 
suasive’ and the ‘beautiful’ ideas 
in about the proportion those ele- 
ments appear in our correspond- 
ence. Even the most alarming an- 
nouncement is not produced pri- 
marily to frighten the reader, but 
because it takes a bomb-shell to 
get attention from many people. 
Such an advertisement usually 
springs from a knowledge of the 
carelessness which is really respon- 
sible for half of the disease of the 
world. It is no exaggeration to 
say that there are many graves 
which should not be. They were 
caused by delay and neglect. An; 
physician will tell you that the ma- 
jority of humanity, unless suffer- 
ing greatly, is apt_to slip along 
paying very little attention to dan- 
gerous symptoms until a serious 
disease develops. And it is this 
class which can only be influenced 
by bold, striking advertising. Who 
can say you do not do such women 
a favor to wake them up to their 
condition whether they buy your 
product or not? 

“We believe in Wine of Cardui 
absolutely. We know, from twen- 
ty-one years’ experience with it, 
that it is a valuable remedy, and, 
of course, this belief creeps into 
our advertising and, no doubt, 
helps to make it profitable.” 

“Do you, as an advertiser of 
woman’s medicine, have difficulty 
in securing insertions in high-class 
papers?” was the last question. 

“Very little. We are using every 
medium of prominence we desire 
to use. A half dozen papers, per- 
haps, have asked for the privilege 
of censoring the copy. This comes 
from confusing our preparation 
with the various fake mail-cure 
propositions. We treat only of 
natural phenomena that effect 
women’s health and the teaching of 


our literature is in line with the 
highest morality. Our copy is 
used by many of the best religious 
and literary publications.” 
~o 
FOR THE SERVICE, 

Choose your advertisement as 3 
would choose a horse or an ax 
the service it can render you. And 
do not expect that you can get a fir 
class advertising space at the same p1 
an inferior medium will be glad 
make you, any more than you 
to get all wool clothing for the pric 
cotton. It can’t be done. Good 
vertising is worth money. Poor adv: 
tising space is not worth the tim 
takes to write out the copy to fill 
with.—Clarksville (Tenn.) Chy 
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C 


—_. 


[" PUBE WATER,” 


One of the Most Important Requisites 
in Suecessful Laundries. 

The beautiful water from the Artesion 
Went of The Cambridge Laund¢y has 
[been analyzed for its me edic al propert 
The result shows tha r 
the best mineral s 
I was much i: 
deliciously 
for washing c 
and put upon the 
ciass many of the min 
gol¢ It w 
>roposi tion fc 

ridge water for 
the we q water 
ever “The 
our energies, 
The tact that 
tained from thx 
is tempting, but, 
Bre: vt part of our 
is due to this well. 
+} “We have made some very interestir 
experiments, showing the labor and 
saved by the use of this water 
fabrics entrusted to us by our c1 
have berefited ly consequence.” 

In this -_ nection 't is worthy 
mark tha e Cambridge Laun 
manacemer t back 
tthel> stetements in regard wo the 
mun: of wear and tear in their pr 


leunt 
first, 


sal 
on. the 
success 


¢ 


aurd g 
11 shirts laundered 
y, tor one year, are & 
> a Wearable cond 
tion of that period. 
shirts will be nositively given 
replace those, whict 
This is y 
clully as the qu f werk turned ou 
is exceptionally good, and the pri es are 
Nery reasonable. ailena ” 
THE 
is used by 
Cam bridgeport, 


reading notice reproduced 
the Cambridge t 
Mass. Of this es 
ment and its advertising a Bostor 
respondent of Printers’ INK writes 

When Mr. F. P. Cox, the propriet 
of this laundry, first started out 
campaign of advertis ing, he used 
street cars and sign boards extensi 
His trade-mark, “F. C.,’’ became k1 
throughout all the towns abo 
Boston as well. Of late he has been 
ing the newspaper columns in loca 
Boston daily papers. In a paid 
ing notice Mr. Cox lays great 
on the value of using good water, 
states that the water used in his 
dry is obtained from a specially 
artesian well, 
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A GOLD COLLAR BUTTON. 


HOW A YEAR'S ADVERTISING HAS 
BROUGHT IT INTO FAVOR—THE 
MEDIUMS USED—THOSE YET IN 
ABEYANCE—THE REASON WHY 
MORE ADVERTISING IS NOT DONE 
AT PRESENT. 


“We will — this year no less 
than one and a half million collar 
buttons, but in spite of the guar- 
antee in all of our advertise- 
ments, that ‘you get a new one 
free of cost, if damaged from any 
cause, I doubt whether fifteen 
hundred, less than one-tenth of 
one per cent of them—will be re- 
turned. We would be glad to 
see more of them come back, for 
it gives us an opportunity to dis- 
play our fairness to the public, 
and means a strong convert to 
the Krementz buttons. And _ I 
have often been ~~ s to find 
how much good a friend of this 
kind can do to a manufacturer, 
for he never seems to tire of sing- 
ing your praise. We _ make it 
easy for our friends to go to little 
trouble in the matter. We plainly 
state that ‘all jewelers _ sell 
Krementz buttons,’ and in our 
booklet, which has had an im- 
mense vogue, we state that any 
man can take one of these but- 
tons which has been broken or 
damaged, from any cause whatso- 
ever, to any dealer, no matter 
whether it has been bought from 
him or not, and have it exch: inged 
without a word of question, for a 
new one of the same style and 
quality. In our booklet we re- 
fer to this as ‘a perpetual guar- 
antee,’ and have called it by the 
happy title of ‘Collar Button In- 
surance. This has been com- 
mended as particularly good ad- 
vertising. 

The speaker was Mr. J. N. Tay- 
lor, a member and advertising 
manager of Krementz & Co., ad- 
vertising jewelers, 47 Chestnut 
street, Newark, N. J. 

“The booklet you refer to is 
‘The Story of a Collar Button,’ 
I presume?” asked the PrinTers’ 
INK representative, to whom he 
was talking 

“Yes, Printers’ INK 
to the booklet editorially last No- 
vember, calling it the best ad- 
vertisement it had seen through- 


referred 


out the 
venir 
could 
perior. 4s 

“Would you mind teliing me in 
brief the story of your adver- 
tising?” continued the Little 
Schoolmaster’ s scribe. 

“Our advertising is 
tively a new story. 
about a year ago, we 
with the exception of 
our card in trade journals, un- 
less we count one little episode 
about twelve years ago. We had 
a salesman for the Middle West 
at that time, and he induced us 
to aid him by 
dailies 


and offering sou- 
such readers as 
along anything su- 


year, 
spoons to 
send 


compara- 
Prior to 
did none, 
inserting 


advertising in the 
of Pittsburg, 


Cincinnati, 


Qualily made our reputation 


ore than 
1900000 


Krementz, 


> INSURED: 
> YOU GET A NEW) 
ONE FREE OF COST 
IF DAMAGED FROM! 


Y THe STORY OFA 
COLLAR BUTTON 
SENT FREE ON REQUEST 


"KREMENTZ & C0: 
47 CHESTNUT St: 
NEWARK: N- J: 


Louisville and a few other cities. 
We discontinued after one sea- 
son, and really cannot tell 
whether we received any benefit 
from it or not. 

“At any rate, about a year and 
a half ago, I began to seriously 
think of the subject again, and 
talking it over with my partners, 
found they were not averse. 
had long had in view the publica- 
tion of such a booklet as the one 
referred to, and its dissemination 
could only be made _ possible 
through advertising. Just at this 
time our present agent, Mr. E. H. 
Haven, began to add his argu- 
ments, and so we were launched. 

“Our position was perhaps an 
unusual one. We had been for- 
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tunate in having a steady growth, 
had built up a business in which 
we were making sales of $1,000,- 
000 a year, but as our factory ca- 
pacity would permit of more, and 
as we desired to inform the pub- 
lic as to the character and con- 
struction of our buttons, a felt 
that we should advertise. e had 
been restrained before %, a con- 
sideration of the narrow margin 
on our goods, but were impelled 
by the desire to make sales of 
them easier for our agents and 
traveling men. 

“We immediately took space in 
the following publications—one- 
eighth of a page of display in 
each: Jlunsey, Quaker, Literary 
Digest, Review of om, Mc- 
Clure’s, Frank Leslie’s, L. A. W. 
Bulletin, Scribner's, Puck, Jew- 
cler’s Circular, Collier's, St. An- 
drew’s Cross and Harper's 
Weekly. We have continued all 
of them up to the present, and 
adopted a number more, as wel! 
as to increase our space to a 
quarter of a page in one or two.” 

“And your returns?” 

“We do not expect cash returns. 
All we look for are inquiries. 
We want to induce people to call 
on the local jewelers and ask for 
the Krementz button. We believe 
that when we get them to write 
to us for a booklet we are pretty 
sure to accomplish that. As soon 
as the booklet had been published 
we sent out a copy to each of 
20,000, practically the entire trade 
of jewelers, together with a cir- 
cular letter. The advertisements 
bring requests from private peo- 
ple, to whom we send a copy, 
with a different circular.” 

“What has been your adver- 
tising outlay the first year? 

“It will have footed up to 
$10,000, a little more than we had 
anticipated.” 

Have the results been satis- 
factory?” 

“Tt is pretty hard to determine 
what the results have been. We 
have grown decidedly, but how 
much of that has been natural de- 
velopment, is difficult to sry. Be- 
sides, the times have greatly im- 
proved also. One thing we have 
learned during the past year, and 
that is that we can dispose of any 
quantity of goods more than we 


could produce. This has forced 
us to a short halt. We now 
make 6,000 buttons a day. We 
own this large factory, but it is 
partly occupied by tenants, and it 
is hard to oust them. But we 
also own ground around it, and 
SO have almost decided to build.” 

‘And when you have increased 
your caps icity?” 

“IT think we shall spend a great 
deal more money in advertising. 
I am eager to try two mediums— 
the Ladics’ Home Journal and 
Youth’s Companion, but of course 
it would be folly to do so now.” 

“Have you seasons in your 
goods, Mr. Taylor?” 

“Decidedly. The holiday sea- 
son is our main one; we begin to 
prepare for it in spring and it only 
ends on Christmas eve. It is an 
interesting fact, proven’ every 
year, that we do one-third of our 
entire business the first six months 
of each year one-third during the 
next five months, and the remain- 
ing one-third between the first 
day of December and the twenty- 
fourth of December. The figures 
never seem to vary even the 
slightest fraction.” 

J. W. Scuwartz. 


PLAIN ABOUT THE PLANE. 

A man who will lie in regard to cir 
culation, reduced to his commonest 
terms, is a scoundrel. It is entirely fair 
to conjecture that he would lie in any 
other matter under oath with equal 
cility.—S. F. Whipple, in Profitable « 
vertising. 
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CLEANABLE DRY 


“Refrigerators . 


Can be kept cleaner 










jad i xi 4] colder, dryer tha 
i [4 any otherkind. Y« 
$21.87 a cau take them ail 
apart and get at 
sGrners every curner 
and crevice 
$8.25 Lined with 
/ zine, nickel or 
pod ‘ white ename 
— Food kept inthem 


is pure. They are 
the besi without a 
bit of question. 

ie Write for a free 
2° book,“L," that tells 
about our Refrigerators. We pay 


) 


Tagan ~ the freight east of the Rockies. 


Sctentifie. 
GRAND RAPIDS REFRIGERATOR CO. 
2 to 30 Ottawa Street, Grand Rapids, Mich. 


WELL ARKANGED, 
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A Highly Concentrated 
Circulation 


If you will take a map of the State 
of Iowa and draw a circle with a radius 
of roo miles and with the city of Des 
Moines as its center, go per cent of the 
circulation of the Des Moines DaliLy 
News will be within the circle. Prac- 
tically all of the people of the rich and 
populous district described are regular 
readers of the News, which affords to 


advertisers an ¢ntensely localized medium. 


Guaranteed Circulation of the 
DAILY NeEws, over - - - ) 


Flat rate to all advertis-} 4 cents per agate line, 
ers for display space, | 66 cents per inch, 


Classified advertisements, one cent 
a word for each insertion. No inser 


tion for less than 10 cents. 





N. b.—The Saturday edition of the Des 
Moines NEws publishes more “ wants ” than any 
Sunday paper in Iowa. 
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VON MOHL ADVERTISING. 


Readers of advertisements have 
probably often noticed in news- 
papers which do not object to the 
insertion of such announcements, 
advertisements of a _ preparation 
named Calthos, advertised to cure 
seminal diseases of men and of- 
fering five days’ treatment free to 
any one asking for it. One of 
PrinTERS’ INK’s friends sends the 
following details of a talk he had 
with Mr. Brewster, who adver- 
tises this preparation under the 

name of the Von Mohl Company 
of Cincinnati: 

“If a publisher lies about his circula- 
tion, we find it out before the third 
insertion. If his claimed circulation 
is thirty thousand the number of re- 
plies we receive will be proof to us 
that he has it. We try all papers on a 
ten thousand line contract and get a low 
rate. We run ads of 178 to 420 lines 
and if they do not pay we cancel the 
contract and pay for the space used at 
the ten thousand line rate.” “But,” I 
said, “your business is peculiar; some 
classes of papers may not be as 
profitable to you as others but yet would 
have the circulation claimed.” 

“Do you not get into controversy 
with publishers when canceling a con- 
tract and paying on the large space 
rate ?” ‘“* Ah, we avoid all such con- 
troversy by having an advertising agent. 
We started E. H. Clarke in Chicago, 
who was formerly with Nelson Chesman 
Co., for this purpose. When we get 
letters of complaint in this respect I 
send them on to Clarke with the notation, 
‘I have nothing to do with this.’ ” 

He said every ad is keyed and check- 
ed up nightly ; that he used papers from 
Maine to California. He also uses space 
in the cheap literary monthlies. He 
told me that last year he spent $125,000 
in advertising ; that he receives one 
thousand two hundred to one thousand 
eight hundred letters per day and in 
the letters are several thousand dollars. 

Mr. Brewster is as shrewd a man as 
I have ever met. Ask him a question 
and he will not insult you with a direct 
negative. I said, “What system have 
you for following up inquiries for a uve 
days’ free trial of the medicine?” He 
parried the question: he told an amusing 
story. I said, “But what system have 
you in answering inquiries ti Another 
story of five minutes’ length. ‘“Yes,sir,’ 
I said, “But how do you reply to in- 
quiries ; do yon send ‘medicine out by 

) 


express C. 

“No, sir,” he emphatically said. “We 
have no such scheme as that. Neither 
have we a deposit scheme. We send to 
all inquiries a five days’ treatment free 
and circulars. To each we send a let- 
ter of a regular form in imitation type 
which is personally received as one per- 
sonally written and adapted to the pa- 
tient’s case. We do not send any medi- 
cine before we get the money. 

The literature of the Von Mohle Co. 


is of usual order of such diseases treat- 
ec It reads much like the ads only 
is more of it. Much stress 
on the results of the weakness, 
which, read by a strong man, would be 
unnerving. The medicine gotten up 
in three formulas, $2.50 each or $7 for 
the three. When the three are ordered 
a written guarantee and agreement to 
cure is sent. The red seal of the notary 
public on the guarantee costs but 25 
cents, but must certainly carry weight 
with the applicants. . 

+o-———— 


there 
is laid 


is 


“SHE TAKES A LETTER TO 
GARCIA.” 

A bright lady stenographer, lo- 

cated in the Marquette Building, 


Chicago, used the following clever 
matter printed in a neat folder 
as a means for getting typewrit- 
ing from tenants of that building: 
man once entered a stenographer’s 
office and said : 
“Take a letter 


” 


to Garcia ! 


“What Garcia?’ asked the _ steno- 
grapher, and when this question was 
answered to her satisfaction she fol- 


lowed it up with : 
* Does he spell his name with one or 


two ‘c’s’?’ 

“Shall I take it in shorthand or on 
the machine?” 

“Would you mind waiting until I 
put in a new ribbon?” 


Can’t I transcribe 
from lunch? 
*Wouldn’t you just as lief 
out and let me copy it ? 
‘Will it do if I have it ready some 
time to-morrow ? 
“Do you spell traveling with one or 


it after I return 


write it 





two ‘l’s’?” 

A little later an ambulance carried 
the man to the detention hospital for 
the insane. His letter to Garcia was 
never written. 

Moral: There are others just the 
same but different. 

Miss Ellingson takes letters to Garcia 
almost every minute of every hour of 
every business day, without asking 
foolish questions, and so faultlessly nd 
speedily as to make dictation a real 
convenience. 

a 
STEREOTYPED ADVERTISING EX- 


PRESSIONS. 





PEER.” 


“WITHOUT A 
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From Printers’ Ink, Feb. 21, 1900. 


WISCONSIN DAILIES. 


In the December issue of the Am- 
erican Newspaper Directory for 1899 
seven English dailies in Wisconsin get 
credit for actual average issues of 
more than four thousand copies. They 
are: Milwaukee Evening Wisconsin, 


Journal, News, Sentinel; Oshkosh 
Northwestern and Times; West Su- 
perior Evening Telegram. The Even- 
ing Wisconsin is one of the best 
known among the best Western dai- 
lies. The character of its circulation 
is high—according it a position in the 
choice bulls eye (©)* list. To its 
further credit are the annual state- 
ments of actual issues from year to 
year, which come to the Directory 
office with regularity, 
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HOUSEHOLD PERIODICALS 
FROM A WOMAN'S 
STANDPOINT. 


With few exceptions, men have 
the handling and placing of adver- 
t.sing contracts, and they are apt 
to determine the merits of publica- 
tions from a personal point of 
view. They read the magazines 
and find them intellectual and gen- 
erally interesting: it follows that 
they reach the right class of peo- 
ple. They look over the women’s 
publications and find the greater 
part devoted to various household 
departments and home _ topics. 
These are not intellectual. Can 
these simple matters interest well- 
to-do women? 3ah! And the 
man is very much like the small 
boy who said that pie made the 
best breakfast. Good pie is all 
right, in its place, so is the good 
magazine; but to avoid bad effects, 
use caution. 

It is quite true that a large per- 
centage of the magaz nes reach 
women, but the entire percentage 
of the household publications go to 
women, and I think that, with 


an exceedingly small except’on, 
every woman reads at least one 
domestic paper. You might call 


the woman’s publication an indi- 
vidual publication. It is her trade 
paper, and she relies upon it for 
her fash‘ons and recipes, and new 
ideas upon home management. 
She may read the magazine, but 
she studies her household paper, 
just as the merchant studies his 
trade journal. 

Another point. When you have 
read the magazine, what further 
use have you for it ? Did you 
ever see a woman read a magazine 
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article over three or four times? 
But there is often a recipe or a 
fashion article in her home pa- 
per which she refers to time and 
again, and it is these very small 


matters that make her preserve 
that paper, when the magazine is 
knocking about the house some- 
where, forgotten. 

Now a word on the practical 
side. For advert'sing that inter 
ests women, either directly or 


generally, a strong point in favor 
of the high-grade household publi- 
cations is that the ads are scattered 
among the reading pages, and must 
receive more attention than when 
bunched together, as in the maga 
zines. Individual'ty is lost in a 
crowd, unless very much above or 
below the standard. You must be 
either a g ant or a clown. In the 
household publications there are 
not so many advertisements upon 
a page that one overshadows an- 
other, and the majority are along- 
side of reading matter ; every ad 
is sure to be seen. Another ad- 
vantage which the magazines can- 
not meet is that to a large extent 
announcements are placed upon ap 
propriate department pages. 

healthy appetite makes a relish, 
and a danty food advertisement 


is sure to receive more careful 
attention if run across when the 
reader is looking for some new 


recipes.—Marion J. McKenzie, in 
Profitable Advertising. 


+o - 
STUCK ALL AROUND. 
The reason why mail-order men 
not stuck on stamps is because 
stamps are, as a rule, stuck on 
other.—Mail Order Journal. 


—++- 


are 
the 
each 








“ANOTHER fake ad” is the comment 
that the business announcements of cer- 
tain merchants secure. 





WN THIS OFFICE, 10 SPRUCE ST., NEW York, ¢ 
THE GEO. P. ROWELL 


ADVERTISING AGENCY ? 
keeps on file the leading daily and weekly papers and 
§ monthly magazines; is authorized to receive and forward 
$ advertisements at the same rate demanded by the pub- 
§ lishers, and is at all times ready to exhibit copies and 


: quote prices. % % % © tt 
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IN JAPAN. 


There are many opportunities 
for money-mz iking in Japan. 
There are many knickknacks made 
which can be sold in the United 
States at a good profit, and every 
now and then some sharp Yankee 


picks one up and makes a good 
thing out of it. Last year, for 
instance, an American buyer for 
one of the largest department 
stores of Chicago saw a little 
lacquer box which he_ thought 
American girls would buy as a 


It was selling here 
or two Ameri- 
Chicago buyer 


powder-box. 
for about four sen, 
can cents. The 

arranged for the manufacture of 
two millions of them at & cent and 
a half apiece, with the result that 
they reta led in our markets read- 
ily at ten cents apiece. Another 
man who visited Japan some years 
ago bought several millions of lit- 
tle boxes which cost less than a 
cent each and used them at home 


for selling tacks. The boxes were 
very pretty and women bought 
the tacks in many cases to get 


the boxes. The dealer made a lit- 
tle fortune from the investment. 
beautiful tea canisters of 
all sizes, from that of a wine glass 
up to some which would hold one 
and two quarts. They are beau- 
t-fully decorated and would com- 
mand a ready sale in the United 
States. They are very. cheap. 
There are several different kinds 
f Japanese candies and sweets 
that might he profitably sold in 
the United States, either by im- 
portation from Japan or by man- 
ufacturing at home. One is a 
sweet known as Midzu-Amme._ It 
S sold in Japan as a syrup and in 


see 


the form of a paste somewhat like 
gum drops or fig paste. It is made 
from millet, but I am told it can 
also be manufactured from wheat 
or Indian corn. In the paste form 
it is a delicious candy, of a trans- 
parent light amber color, and in 
a syrup it looks like a rich golden 
molasses. This stuff is not only 
good to taste, but it has for years 
been used in Japan as a digestant 
and as a cure for dyspepsia and 
other stomach troubles. Children 
can eat all they please of it and 


not need castor oil as an after- 
dose. The most dyspeptic Ameri- 
can could swallow his buckwheat 
cakes without danger if he had 
Midzu-Amme instead of maple 
molasses to sweeten them. I men- 


tion these things only as samples 
of a number which the live Yan- 
kee may find here if he keens his 
eyes open. There are different 
kinds of wall papers, fancy papers, 
curios of all kinds and other knick- 
knacks which are awaiting the 
young man who has the brains to 
see what they are worth and how 
they can be sold at home.—Sat 
urday Evening Post. 
- +> _ _ 
ADMINISTRATION. 

The desk of the successful adminis- 
trator of a business has rarely anything 
upon it beyond blotting-pad, pen and 
ink and telephone. He sits there for a 
few hours each day, concentrating his 
attention upon the vital essentials of 
the business, and leaving the details to 
others. This does not imply that he is 
indifferent about those details. They 
come before him at the proper times 
and in the proper way, and he has a firm 
hand upon the business reins, although 
his grasp may appear to the onlooker to 
be of the lightest. has climbed into 
his comfortable shuluiaetion chair by 
the successive steps of business concen- 
tration, continuity and_organization.— 
Newspaper Owner and Modern Printer. 
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CLIPPER ADVERTISING. 


One of the un‘que publications 
of the country, so far as its adver- 
tising is concerned, is the New 
York Clipper. Interesting facts in 
regard to this advertising are 
given in the paragraphs herewith, 
supplied by Mr. Walter K. Hill 
of the Clipper editorial staff. To 
publish this matter in the Little 
Schoolmaster’s reading columns 
is a fine advertisement for the 
Clipper, but its interest makes 
such action desirable. The only 
thing that advertisers would feel 
more interested in is to secure an 
inkling of the Clipper’s circula- 
tion, which remains a mystery: 

The New York Clip+er will on May 

remove its office of publication to 
No. 47 West Twenty -cigeth street, af- 
ter having for more than thirty years 
been located in its own building at 
the corner of Center and Leonard 
streets, this city. While the old build- 
ing, which is on the border of ‘“*News- 
paper Row,” had for many years been 
of easy access to members of the the- 
atrical profession, from which the pa- 
per gains its chief patronage, the grad- 
ual movement uptown of theaters and 
attendant interests has made advisable 
the move to the very heart of the 
theatrical district. 

Founded in 1853, the Clipper on 
March 3 entered upon its forty-eighth 
volume, and a search of its files re- 
flects the gradual changes in the the- 
atrical field, while its advertising pages 
give abundant evidences of the changed 
conditions. In former years only a 
few columns of advertising, divided 
between sporting and theatrical sub- 
jects, were carried; it now requires sev- 
eral pages of space to accommodate 
matter devoted almost exclusively to 
theatricals subjects. The sporting 
features, which were the early main- 
stay of the paper, have been gradu- 
ally condensed with the increased 
amount of space devoted to all branches 
of sport by the daily press. 

The Clipper was recently enlarged 
from eighteen to twenty-four pages of 
five columns each in order to accom- 
modate the gradual increase in adver- 
tising patronage, and it now carries 
an average of nearly ten pages weekly 
of business announcements, which are 
regarded with as much interest and 
are as carefully read as the reading 
matter of the paper. This is due to the 
fact that the Clipper’s advertising col- 
umns are the means of business com- 
munication between actors in search of 
employment and managers in search of 
actors. While, however, the employ- 
ment factor is largely to be couliaeed, 
there are other topics for advertising 
which find exclusive expression in the 
Clipper. A few are given attention in 
the paragraphs that follow. 

Song publishers long ago discovered 
that to make their publications popu- 
lar and profitable, it was necessary to 








bring new editions to the attention of 
professional singers, and as the Clipper 
is the organ of the vaudeville branch 
of the profession, whole pages, half 
pages and many column advertisements 
are constantly displayed for the pur- 
pose of directing the attention of sing- 
ers to the catalogue or some particular 
new song of the several publishers. 
For the convenience of public singers 
and with a view . making new publi- 
cations easily available to them, pro- 
fessional copies are printed in advance 
of the regular music store editions, 
and these are sent in return for a nom- 
inal sum. As indicating the advantage 
of Clipper advertising to this particular 
branch of patrons leading music pub- 
lishers have told the writer that their 
returns in postage stamps almost in- 
variably cover the amount expended 
for the advertisement, the assertion be- 
ing added that the larger the space oc- 
cupied the greater the returns. 

About five years ago moving picture 
machines were introduced in America 
and their popularity at once created 
a demand for films, cheaper machines 
and new subjects until now the indus- 
try has become an important factor in 


amusements. This line of advertising 
has been and is still almost exclusively 
confined to the Clipper’s pages, and 





with important events ounstnmtiy tran- 
spiring, the market is always active. 
Important prize fights are photographed 
in animation, and the films come into 
possession of one firm which advertises 
the originals, while others advertise 
“reproductions” of the same _ scenes, 
and the thousand and one showmen, 
large and small, who migrate from 
town to town, are ready purchasers 
of advantageous and timely offerings 
Public functions, notable parades and 
other interesting happenings are being 
coutlannaiy photographed and the re- 
sults advertised, thus keeping that line 
of business constantly active. 

The performer in search of employ- 
ment, the manager in search of com- 
panies or “open time’ in theaters for 
the accommodation of his attraction; 
summer parks which seek novel and 
interesting exhibits; street carnival 
promoters who seek locations or desire 
to sell concessions; circus managers 
issuing “‘calls’? to bring their perform 
ers together from all parts of the wor 
for rehearsals and to begin the season 
playwrights and ‘“‘sketch” writers 
products to dispose of and many ot 
classes of theatrical advertising fill up 
the remaining portion of the space de- 
voted to business communications. 

Of the great amount of advertisin 
carried less than two columns. sta 
over from week to week, which giv 
added merit to the assertion that tl 
advertising is as fresh and interesting, 
line for line, as is the strictly reading 
matter. Particularly noteworthy is the 





Ou &R 








fact that not one line of advertising for 
the Clipper is or ever has been solicited, 
all advertising coming in either by mail 
or over the counter, an ted 
offering of the advertiser. Clip- 
per’s field is peculiar, not alone in re- 
gard to the class and character of its 
circulation, but particularly because 
there are no dull seasons as is the case 


with other class journals, spring, sum- 
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mer, autumn and winter all bringing 





new adver tising into prominence. The 
adve rtisin copy submitted is strictly 
censored, “aa its character and word- 
ing must meet the approval of the in- 
agement os fore it is accepted. When 


said that a Western brewer once 
d a pave ad on a long contract 
met a firm refusal, the strictness of 
1e censorship may be approximated. 
Nevertheless there is considerable gen- 
inserted aside from the 
sd, articles of 
profession, 
their 








1 advertising 
classes previously spec 
value to members of the 
aside from the actual needs of 
calling, being uently carried. 











———_+2>—__—_. 
SUNDAY CITATIONS. 
According to a Louisiana court, the 
lication of a judicial notice on Sun- 
has no legal effect. Most of these 





es have to do with sales of prop- 
ert A il advertisement of this 
character is declared to be not only an 





purchasers and an _ in- 
1 for the goods 





or land to be sold, but also a notification 
to igation to attend 
the sale nd protect their interests. 


court holds, can 
business day, and 
vely published on 
Gitenns Picayune 
decision may disturb 














titles to real estate in Louisiana. 
ldver Yr 
“ ope —_ 
most delicate thing in the world 
is the fair name of the people’s rem- 
‘ s Let there come but one lit tle 
ft of suspicion within the lute of 
lic esteem, and “not all the 


rs horses and all the king’s men 
can put Humpty-Dumpty together 
a } 


n 1lfred tose. 





Ge 


BILLBOARD ENTHUSIASM. 

There are many ways of advertising, 
but no doubt of it biliposting influences 
business. Every bill is a stereopticon, 
blazing a perpetual picture in bright 
colors and great letters on the eye and 
brain of every passerby, old or young, 
grave or gay, willing or unwilling, by 
night or by day, ceaselessly, every- 
where. The whole population is its 
audience, its circulation is always on 
the move, the active, busy throbbing 
community sees it. It costs them noth 
ing. rhe human tide on the streets 
is the circulation, and it ebbs and flows 
and never sleeps, for posted bills are 
never folded and never pocketed. They 
are always talking, and talking loud, 
for twenty-four hours a day, and never 
talking to empty benches. They are 
up before us in the morning, for they 
have been out all night, but they are, 
nevertheless, always ready for a hard 
day’s work, bright-faced and _ smiling. 
And even in their ragged, tattered frag- 
ments, fluttering in every vagrant 











breeze, like the grimy garments of the 
diamond di r, they are eloquent of 
much and many golden dollars 


earned. ldvertising World. 


soe 
ADVICE FROM CHICAGO. 

To the small store proprietor who is 
complaining of the all-devouring greed 
of the big department store: 

Don’t spend all your time with your 
grief. Do something original to at- 
tract attention to your place. If you 
have or if somebody interested in you 
has an individual artistic impulse, give 
it full sway in your window display. 
Don’t have your store look like every 
other store of its kind. This advice is 
not orig It is founded on a lecture 
by John ham Brooks at the Univer- 
sity of Chicago.—Music Trade Review. 
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ODD SIGNS ON®OLD INNS 


The signs displayed by ian- 
keepers of this country, even in the 
earliest days, were never so fan- 
tastic and varied as those in use 
in the mother country. The num- 
ber of subjects chosen by Ameri- 
can landlords to stand for their 
inns was small and many were 
geographical. As there was no 
manor lord whose arms were to be 
chosen as the insignia of the inn 
in the neighborhod of his suprem- 
acy, there was a monotony about 
the designs used here. In Eng- 
land, on the other hand, they were 
numerous and diverse. No more 
than a century ago the large signs 
that formerly —_ in the street 
in front of the inns were removed 
by law, but nak remain to sur- 
prise an American who stumbles 
across these inexplicable names in 
London. To this day there stands 
in a London street “The Antigalli- 
can,” a name which would convey 
little suggestion nowadays as to 
the character of a ey erick The 
name dates from the beginning of 
= eighteenth century, when a so- 

‘iety was formed with the idea of 
vere. always active the English 
dislike of the French. The asso- 
ciation ceased to exist hel ago, 
but the inn still keeps their mem- 
ory alive. Many of the signs are 
representative of some episode. 
“The Bombay Grab” sounds 
neither enticing nor comprehensi- 
ble and can be appreciated only 
with an understanding of the slang 
of the last century. A “grab” was 
a foot soldier. The original pro- 
prietor was a soldier who had 
served in Bombay and so perpetu- 
ated those days of his career in 
the name. Unique in character is 
the London inn with the name, 
‘The Case is Altered.” The inn 
has been knc own by its title 
since the reign of Elizabeth, 
when a lawyer had been trapped 
by his enemies into attending 
a bogus mass performed by 
a layman disguised as a priest. 
This came out at the trial and the 
prisoner, who was likely then to 
be convicted, got off by turning to 
the jury with these words: “Gen- 
tlemen. this case is altered: no 
priest, no mass.” “The Bell and 
Mackerel,” found in Londen, is ‘n- 











tended to perpetuate the story of 
the man who when he put a fish 
caught by him back into the water 
tied a bell on its neck that he 
might be able to find it without 
difficulty. 

The name “The Hole in the 
Wall” is applied to several Lon 
don inns, and came from the hole 
in the wall of Debtors’ Prison, 
through which food and refresh 
ment were passed to them. This 
name has gained some vogue here 
and sometimes as a term of rather 
unfavorable description. “The 
Moonrakers,”” a name still found 
in London, recalls the legend of 
the Wiltshire farmer who tried to 
rake the reflection of the moon out 
of a pond. Only one hotel in Lon 
don is known as “The Rent Day.” 
‘The Pinner of Wakefield” is 
named after a very famous pinner, 
or impounder of stray cattle. ‘The 
Running Footman” took its nam 
when the footmen congregated in 
Berkeley square were in the habit 
of stopping there for their refresh 
ments ‘The Ship and Shovel,” 
near the wharves and granaries, is 
also a tribute to the occupation of 
its clients. 

Two of the most interesting 
London signs disappeared only 
few years ago, when the inn 
which bore them finally went ou 
of existence. They were “Old Pick 
My Toe” and “Who'd a Thought 
It.’ The name of the former 
believed to have come from th 
of the Roman slave who per 
Soeuanl his work before he ever 
stopped to take a thorn out of 
toe. The other got its title f1 
the fact that its first proprietor 
made of it a fortune that ultim: 
ly enabled him to get into tl 
peerage. His successor wanted 
new name for the place 
“Who'd a Thought It” w: 
gested. This explanation is un 
isfactory only because there 
three inns of this name. 

Some of the former theories 
the origin of these names h 
been shattered during recent y 
The familiar cat and fiddle 
was said to have originated 
honor of “Caton fidéle,”’ a st 
Protestant. In reality it had 
a poplar sign for an inn in [1 
land long before there was 














distinction between Protestants 











i a sna 














and Catholics to cause the 
of a Protestant who was especially 


ealous Efforts to find signifi 
cance for the signs used on inns 
proved misleading. The ori ginal 
desire of the landlord was to make 
known in an age which could not 
read what his purpose was, and 
he, like the modern advertise 


adopted the symbols 
likely to do that best. This led to 
the use of many sig without 
especial significance, although some 
modern students have tried to find 
significance in all of them. The 


he thought 


signs 


arms of the lord of the manor un 
der whose protection they lived, 
the signs of the guilds and modifi 


cations in coats of arms that had 
already been used were of 
the ways of making the s in? 
dicative of the character the 


ot 
inn.—New York Sun. 


SOM 
igns 
of 


‘o> 
A TESTIMONIAL, 

“T’ve called,” said the patent 
ine man, who was after a 

because I understand our 
you good, and—’”’ 

“Yes,” the victim interrupted, “it did 
me good ore proper. Two more bottles 
would probably do me comp letely. 
What! going? Good day.’”’—Pi tiladel- 
Press. 


medi- 
testimonial, 
tonic did 








h ta 


It easy to start a paper, 
cording to the old philosopher, 
to keep it a-going.—Advisor. 
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SKILL CONTESTS IN SHOPS. 
An enterprising tailor gave away 
half a dozen serge suits last winter in 
the following interesting fashion One 
side of the shop was tr: ansformed into 
a sort of assive dart-board, the vari 
ous sections being of different colored 
cloths. Each section was numbered; 
the competitors were provided’ with 
darts, two shots per man being per 
mitted; the suit falling to the lot of 
the one who pierced the number se 
lected by shopkeeper the day before 
and locked in his desk till the hou 
of the contest—from two to three eve 
Saturday oon—was over. Fre- 
quently the section was not mz 
ed by the rs; but the lucky 
k r on the number was 
m f suit before the envi 
ccessful marks 
generosity was 
For uw is of three months a tea 
dealer w his two-and-eleven per 
pound leaf packages on which a jum- 
bled sentence w printed. From the 
chaos of letters a perfect sentence de 
scribing th erfection of his teas was 
, 1 The sentence, w1 
wrappers, was to be 
certain date, that 
st appropriate gain- 
ig I r the reward of a 
year’s gr delivered free to his 
door. Ther 10 collecting of wrap 
pers, one alone being sufficient—it was 
purely a game of skill; and it is pleas 
ant to re | that the winner proved 
to be a very needy workingman. ear 
son's Weekly. 
aa oi, 
WHITE SPACE. 





White space always catches the eye. 
q. I ; 
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BUILT TO ORDER FOR GEORGE P. JONES, FINDLAY, OHIO 


The corroding zinc and imperiect circulation of air 
cause disease 
The McCray Tile I 
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McCRAY REFRIGERATORS ARE NEVER LINED WITH ZINC. 


ik end Butter are especially susceptible to odors and peer naeal gases 
ct Ventilating Refrigerators are made to order 
A complete line of stock size Refrigerators also 

All Work Guaranteed Absolutely Satisfactory. 
nd for Catalogues and Estimates. 

5 for Hotels, Clubs and Public Institutions 


McCRAY REFRIGERATOR & & COLD STORAGE CO., 102 Mill Street, KENDALLVILLE, IND. 


McCray 


Refrigerators 
Built to Order 


For Residences, Clubs, 
: Hotels, Public Institutions, 
: Markets, Grocers, etc. 


The illustration ge eae a refrige uilt . » order for 
Georce P. Jon Findlay, Ohic department is 
arranged with and racks, one wi ith be ttle rac coed and the 
remaining three compart t th shelves for fruits, 
vegetables, butter and ‘milk. has an ice door in the rear 
to be iced from the outside of hous: 


3 







generates poisons which are aheoried by the foods and 


n all sizes, from the smallest to the 


No. 50 for Grocers and Meat Markets. 
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THE ADVERTISEMENT REPRODUCED ABOVE APTLY ILLUSTRATES HOW MUCH MATTER 
MAY BE PUT IN A SINGLE ADVERTISEMENT WITH(.UT SPOILING IT IF ONE SEE THAT THB 
VARIOUS PARTS ARE SO ARRANGED AS TO BE IN HARMONY WITH ONE ANOTHER, 
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SHOPPING BY PROXY. 


Twenty-five years ago a Phila- 
delphia merchant of national name 
and a New York widow who had 
been left in straitened circum- 
stances started the idea of shop- 
ping by mail. It was a hard task 
at first. Out-of-town folks looked 
askant at the new idea. Some 
were afraid that they would never 
get their money back, others that 
they would be cheated, some that 
they would not get what they 
wanted and still others that they 
would get what they did not want. 
But when it was found that the 
orders were filled promntly, care- 
fully and with good taste and that 
the expense was no more, if as 
much, as if the goods had been 
bought in person, the business 
grew to such proportions that the 
express companies entered into 
the field. To-day it is a vast 
trade. I talked with the repre- 
sentative of one of the express 
companies yesterday. 

“We do a fair business for out- 
of-town customers,” he said. “I 
suppose the chief reason they pat- 
ronize us is they believe we are 
financially responsible. They 
know that if we lose or injure 
anything, we will make it good. 
They do not always trust our 
skill in matching goods and colors. 
They get over this by sending a 
sample, which must be returned 
with the purchase. I had a letter 
this week from a lady in Orange 
County in which she inclosed a 
piece of rose pink silk with the 
following instructions: ‘Don't 
match it yourself, because men 
have miserable judgment in colors 
and things. Leave it to the sales- 
woman in the store you go to, 
and if you differ with her have it 
settled by the head saleswoman, 
because I would sooner have the 
oninion of the two women than 
one man any time.’ ”’ 

“What do your customers want 
chiefly ?” 

“You would be surprised at the 
variety of our orders. Silver 
plate and cutlery, china and glass- 
ware, meats and provisions, can- 
ned goods and luxuries, furniture 
and books, carpets and curtains, 
toys atid school appliances, dolls 
and even musical instruments are 


ordered. Up in St. Lawrence 
County is a Frenchman who regu- 
larly sends commissions _ for 
French goods. He must be pros 
perous, because many of these 
orders are for high-priced dain 
ties He wants stuffed olives, 
tunny fish in oil, gooseberry jelly, 
cooking saffron and other things 
with queer names that I can’t re- 
member.” 

“How does the cost of shop 
ping by express compare with 
shopping direct?” 

“There is very little difference 
for a customer who lives within 
twenty miles of the city. The 





commission we cl is just 
about same ri 

fare, for people living a far 
ther the saving is con 


There is, first, the rail 
way fare and the cost of seeing the 
city for a day, and then, second, 
such a customer cannot know the 
exact condition of the market as 
well as one who lives in town and 
makes a daily round of the coun- 
ters. The professional shopper 
knows where and when to get bar- 
gains and thus is often able to 
save an out-of-town customer 25 
and 30 per cent of the price sh 
expected to pay.” 

“Does this new way of doing 
business interfere with country 
trade?” 

“I think it does somewhat 
Even if it does not cut into the 
business of the little country store, 
it certainly prevents the latter 
from growing. 


s:derable. 


Besides that, t 
competition is so tremendous that 
few country stores can sell 
cheaply as the huge department 
stores in the big cities.” 

A prominent woman shopper 
lives not far from Madison 
Square. She has a neat flat | 
one room she calls her offic 
Here she has the price lists of all 
the big New York houses as well 
as files of the newspapers. Sh 
has also sample books which art 
prepared by wholesale concern 
which deal in laces, embroideries 
wash goods, woolens and similar 
textiles. 
use of their customers and are not 
for sale. As the customers are 


retailers, it is easy to understand 


1¢ 











These books are for th 


why they do not want the gener 
public to see these publications, 
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but the lady has built up so large 
a business that she is as good a 
customer as many stores. She 
has a huge letter cabinet which 
contains all of her correspondence, 
and a set of books, as complete 
as those of any commercial house. 
She said: “Shopping my mail is a 
fine industry but it takes consid- 
erable time to build it up. When 
I began I thought I would never 
get enough customers to make 1t 
pay. But I pea on, and now have 
a first-class tr ; 

“How did you start it?” I asked. 
“IT got out a ercular stating 
what I would do and what I 
would charge, and then I gave a 
list of every reference I could get. 
These, of course, were nersonal 
friends of prominence, and in- 
cluded two bankers, a Congress- 
man, three or four editors, some 
ph€sicians, clergymen and law- 
vers. Then I had eight or ten 
society women notable for their 
popularity and their good taste in 
dressing. I secured a list of their 
friends who lived out of town 
more than fifty m-les away, and to 
very one I sent a circular. At 
end of six months I got up a 
second circular, which was a little 
longer than the first, and con- 
tained a much larger number of 
references. I won the confidence 
of many business houses and they 
allowed me to refer to them. 
One house was so generous as to 
give me a copy of the list of cus- 
tomers who had done business by 
mail with them in the preceding 
ive years. I cannot tell you what 
a help this was. It brought me 
more business than all the rest 
f the circulars together. I no- 
ticed that whenever I secured a 
barga‘n for a lady in a distant 
town or city she told it to all of 
her friends, and gave yf thn my 
name and address, because within 
the month after I had shipped 
goods to her I would get from two 
to five orders from that place. 
“Often it would be difficult or 
impossible to match goods, and 
sometimes an order would call 
for things that were going or had 
gone out of fashion. I would im- 
mediately answer the letter and 
inclose samples which I thought 
would catch the fancy of my cor- 
respondent. A profess‘onal shop- 





r 








per like myself can do this, while 
an express company cannot, on 
account of the time and trouble 
involved, and no single store will 
recommend goods which can only 
be procured in some other store. 
Then I have made it a point to 
appeal to artistic tastes and have 
in that way worked up a regular 
specialty. Here’s a young couple 
keeping house in a small town and 
they want to make their home as 
beautiful as possible. For them I 
keep an eye upon the art stores 
and bric-a-brac places, and let 
them know from time to time 

hat there is attractive and eco- 
nomical. In this way I sell statu- 
ettes, bronzes, engravings, photo 
gravures, weapons, cozy corners, 
divans, religious ornaments, cruc! 
fixes and other objects of beauty. 
These goods can seldom be pro 
cured in towns and small cities.” 
ze there many losses in the 








trade? 
“Very few. In the beginning 
you usually get your money in ad- 
vance, or else send the packages 
C. O. D. You charge a small com- 
mission, which averages about 5 
per cent. This would not pay a 
person at all, especially where you 
have a lot of small commissions 
aggregating $8 or $9 which involve 
going through twenty stores. The 
arene st source of income is the 
commission paid or the rebates 
given by large houses. They will 
only sell to you at wholesale rates 
upon condition that you charge 
the regular retail rates to your 
patrons in turn. If th’s were not 
done it would ruin the business. 
These discounts or rebates vary. 
In regular staple goods, such as 
cotton cloth, they are almost noth- 
ing, but upon fancy goods, such 
special summer patterns, bon- 
icts and made up articles, thev 
run at times quite high.” 
“How do your customers know 
what is going to be the styler’ 
‘That is a special branch of our 
business. Whenever new fash 
ions are about to come in, and that 
is never less than four times a 
year, we get up a nice, chatty 
letter in which we give, in as brief 
form as possible, all the news 
that a fashionable woman or even 
a non-fashionable woman may de 
sire. In my last letter I devoted 
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a half page to new styles in hair ing agents or shoppers, and each 
dressing, new dishes which had endeavors to surpass the rest in 
ap ypeared in the swell restaurants the attractiveness of her announce- 
and hotels, new books, new music ments. Now, here’s a circular 
and new dances. Then I detailed from one of our trade which, you 
the new styles in hats, clothing see, is twelve pages long and is 
and boots, new patterns of goods illustrated with photographs. 
and their prices, and advised them Here’s another in which the new 
as to the probable popularity of colors and new colored patterns 
different novelties. You see, are reproduced by chromo litho- 
hese things are important to wo- graphy. That first one could not 
men. If the hair is worn high, a cost less than $100 and the second 
hat must be worn which will not must have cost $200. These, of 
fit if the hair is worn low. So if course, are the leaders in our pro 
it is massed in a knot upon the top fession, and they can afford to go 
of the head it will allow tl use to this heavy expense. The ma- 
of a hat whose aan touches the jority rely entirely upon their 
head all around, but if the knot is ability _to_ describe things in 
worn directly at the crown of the words."—N, Y. News. 

head or upon the neck, the hat +o 

will have to be larger or else be WINDOW VIEWS 

cut away inthe rear. So withthe , not believe much in movable ef- 
evening shoes, if they are very low Wij and bw 4] Pheer woteh, wh 
the hosiery must have more open 1e display aside from its 


work than if a shoe come. up high moven: s crowd blocks the walk, 
, road—in fact, becomes 






















. 2 e i ca hing are . 
on the instep. These gap are that it will drive away 
so closely interwoven that milli- rs who wish to get into 
ners usually confer with hair the store. he successful wit a w is 





so art 
att enti 





dressers before they make up 
their styles. 

You have no idea what trouble 
these — give us. There is 
great rivalry among the purchas 














YOU HAVE epee Aienpenyteh beg US! 





YOU SAID—“THERE IS » COLD ms Guoncta, wh yor Saip— oe ene B HARD To REI 
d rgia have a art NOW in i 
nty yor sam—- T Cost OF iS EXP 
ieee THAT FALSE! in th 
of c t water 
with such rast a 






NOW SIR! Send ot your —y yd add nd So that we can tell you all about the best place tn thew rid toy 
wie SHOOT YOUR HEAD SO FULL OF LEAD- 


en facts that you will regret > the day of your DEATH? No gold field in the world offers such opport money a 


CATES INVESTMENT COMPANY, --+-+-++<<e22+5 CHATTANOOGA. TENN. 
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NOTES. 


Tue Billboard, Cincinnati, O., is soon 
to be issued as a weekly. 


THE manufacturers of the Buckeye 
bathing cabinet exhibit dainty miniature 
cabinets in druggists’ windows. 


In Success (New York) for May ap- 
pears “Stories of Famous Printers” and 
The Only Woman War Correspond- 


ent. 








Tue Supreme Court has decided that 
the Illinois flag law is unconstitutional, 
as it infringes the personal liberty of 
citizens. 

It is stated that the Scripps-McRae 
League has declined during a year just 
ended $15,000 worth of “‘nasty medical 
idvertisements.” 

In the April Bookman (New York) 
of possible interest to re aders of Print- 
ers Ink: “Russian News; papers, ’ by 
Victor S. Yarros, and “The New 
Leaders of American Illustration,” by 
Regina Armstrong. 

It is asserted that excellent paper 
both for newspaper and book purposes, 
may be made from rice st until 
recently a waste product The New 
Orleans Times-Democrat has been look- 
ing up the subject. 











E. Burney, a milliner of Santa Rosa, 
Cal., offers three hats of the value of 
$7 and $5 respectively, as prizes 

the ladies writing the three best ads 

his millinery. ‘The ads will be pub- 
hed in two local papers. 





A DETAILED statement of circulation 
received by the American Newspaper 
Directory for its March issue too late 
for insertion indicates t Farm 
Implement News of Chicago had a cir- 
culation in 1899 of 10,404 copies. 


On May Williams & Lawrence 
hecame speci agents at New York 
of the Minneapolis Times, and D. C 
McConn, who had previously occupied 
that position, took charge of the Chi 
» office of Williams & Lawrence. 

















PRAGUE, WARNER & Co., of Chicago, 
ibute a metal savings box which is 
miniature reproduction of the large, 
ind coffee receptacles one sees in 
res. It contains among other things 
the following inscription: “Save your 
ins and buy Richelieu Coffee.” 
the example of Messrs. 
\ in England, the Dunlop 


are also offering a speci 
prize of $1,000 in gold to the Ontario 
Society of Artists for the best artistic 
production which might be used as a 
unlop tire advertisement.—Business, 





RING the first three months of 1900 
Milwaukee (Wisconsin) Evening 
: n increased its circulation 








Wis 
1,833 copies over the same months of 
1900 ‘his the publishers deem very 
tifying, because it has been secured 
the face of penny ‘r competition 





Spero Brotuers, tailors, corner of 
Beekman and Nassau streets, are send- 
ing through Nassau street two negroes 
stunnin dressed in gray and red, 
with ta silk hats, announcing 





their only store. In front you read 
“Look on my back.” On the back the 
store is named, and the firm’s name is 
on the hat. 


Hennessy’s Bazaar of Butte, Mon- 
tana, is having what it calls a “red, 
white and blue sale.” To every article 
on certain floors is attached a red, white 
or blue ticket. A red ticket means that 
the customer is entitled to a discount 
of 25 per cent on the price marked, a 
white one to 33 1-3 per cent and a blue 
one to 50 per cent. 

17,600 SQUARE feet of floor space are 
set irt for printing presses in ‘he 
building just erected for the Ladies’ 
Home Journal. It is in the rear of 
the present publication office, eight 
stories in height, -¥: within a_ short 
time will be occupied by the mechanical 
departments of — magazine. 


Tue Omaha 





».) News gives each 
week prizes of $1.50 and $1 for 
the best three advertisements submitted 
of Omaha and South Omaha products, 
and then put lishes these three aad four 
others of merit submitted free in its 
columns. The object is said to be to 
increase the knowledge and patronage of 
home manufactures. 











Nestle milk ‘factory, in Switz- 
erland a spacious hall is devoted to a 
kind of permanent advertising exhibi- 
tion, round which are hung specimens 
of the posters and show c ards. Besides 











the pi _ re are many large show- 
cases rf 1 kinds of advertising de- 
vices which t ve been used.—Adver- 





aphical Union No. 
rated its own  semi-centennial 
sooth anniversary of Guten- 
y opening a “Printing Ex- 
,” to last one month, at the 
Central Palace, New York. 
specimens of printing, as well 
cles more or less 
saders of PRINTERS’ 








Curtis Hava N ae Philadelphia, issues 

k d “Haven’s Modern Jour- 
which appears to give valuable 
lation to the journalistic amateur 
concerning almost every phase of news- 
paper work concerning which he is 
likely to ask, including a number of ex- 
ercises designed to give facility in pro- 
ducing articles, editorials, etc. It de- 
some attention to advertising, giv- 
lvice excellent enough in itself, 
h perhaps long ago known to all 
NTERS’ INK readers. 











A DEPARTMENT re for colored peo- 

in Philadelphia is one of the possi- 
ities of the near future. It will 
cater exclusively to and be conducted 
by men and women of the colored race 
It will be backed by the Society of 
True Reformers, who have a member- 
ship in this country of 5an,000, eight 
hundred of whom reside in Philadelphia 
A store of this kind has just been start- 
ed in Richmond, Va., and the experi- 
ment will be itched with interest.— 
Cloak, Suit and Ladies’ Wear Review. 











Dover, Del., April 23.—The Armor- 
Bowen Company was incorporated here 
to-day with a capital stock of $50,000, 
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to act for 
proprietors 
pers in the 
where, for 
furnishing 


and represent the editors, 
and publishers of newspa- 
State of Delaware and else- 
the purpose of soliciting and 
advertising matter. The in- 
corporators are principally Baltimore 
men. The company has been solicited 
to come into Delaware by the Delaware 
State Press Association and take charge 
of the advertising of the newspapers. 
Philadelphia North , April 


American 
Tue report of the Postal 
of the National Board of 
issued by the Trades’ League of Phil- 
adelphia, makes the following recom- 
mendations: Reduce railway mail pay 
to a basis equitable to both the railroads 
and the government. Immediately 
adopt local one-cent letter postage. 
Adopt general one-cent letter postage 
as soon as practicable. The report shows 
that while commutation passenger rates 
are low as three cents per ton per 
mile, the lowest rate for mail transpor- 
tation is six cents and the aver rate 
over twelve cents. 


Not one 
Greeneville, Tenn., got out 
for the week ending April 
this wholesale suspension was 
the death of D. K. Lyons, a prominent 
merchant, does not fully explain the 
circumstance. One has to be told that 
all the Greeneville papers are edited 
and published by members of the late 
Mr. Lyon's family. As the Chattanooga 
Tin remarks, this is a state of things 
probably unparalleled in the history of 
journalism. wo of the Greeneville pa- 
pers are Democratic and two are Re- 
publican, all conducted by brothers, sons 
of J. B. Lyons, a pioneer newspaper 
man in that section. The Mr. Lyons 
who died was a brother to the brother 
editors.—Newspaperdom. 


Tue courts of 
called upon to 
advertising so 
naturally 
set at rest 


24. 


Committee 
rade, just 


as 


age 


of the four papers of 
an issue 
6th. That 


owing to 











have been 
decide a question in 
simple that one would 
have supposed it to have been 
long ago. }s A. Watts, of 
Little Rock, bought some space in the 
Advertiser, of that town, and paid for 
it $18 in advance. When the copy was 
delivered the publisher found that it 
consisted of a letter in favor of a pol- 


Arkansas 


























itical aspirant to whom the Advertiser 
was opposed. Patten refused to ‘oun 
the advertisement and offered to return 

‘att’s money. Watts refused it, and 
threatened to carry the matter into 
the courts. There is much to be said 
on the publisher’s side. No advertiser 
has an absolute right to fill space as 
he pleases. In all contracts it is ex- 
pressly stipulated or clea understood 
that the matter is to be acceptable to 
the publisher. Not merely must the 
advertisement be clean and decent in 
expression ; not merely must it be free 
from obvious attempt to defraud, but 
it must, if the publisher so will, be 
in harmony with the general tone and 
policy of the paper. it the publication 
et the election of candidate WY it 
should not be forced ty print an adver 
tisement proclaiming the virtues of 
candidate B. But it is plain that there 
are some parts of the country where 
the limits of an advertiser’s privileges 


have not been defined. 


authoritatively 
—National 


Advertiser. 
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IN THE 


THE: 


Up in the gallery the book 


ATER. 


programme 
there 





people up 
1 


dodger 


Che 
sid xte enth-sheet 


uncirculatec 
receive a 


is 











bearing nothing but the cast of charac 
and scenario of the play—no ads 
The programme 1 himself knows ; 
probably, bu bserver who gives 
the matter he vill wonder why 
the gallery fe possibility as an 
advertising field. The men (and women) 
who go up there have less money for 
imusement than the folks in the lower 
part of the house, true; but tl 
buyers of groceries and ci 





clothes in a proportionate deg 































billboard man, the bulletin n and 
he newspaper m all tl quite 
worth whi ide of 
people of ; utcher 
and baker re r 
gas plants to get 
their Ils upon them 

ix even the book 
ag ( ing their door 
bells ar deliver a heart-to-heart talk 
on literature. {1d Sense 

VI ENTILATI¢ N.. 

There should be plent white space 
in an advertisement, that white 
space should and 
clean lookin: adver 





breathing 





tis > look 

room. Ventil advertisement 
suggests healthfulness and_ prospe 

a liberal mindedness it will 





pleasure to meet in a_ business 





























An advertisement which looks as thou 
its owner was afraid some little vont te 
of an inch of space ante be paid 
ithout being utilized, puts the prospec 

customer in an unconscious attit 

dealing with a close-fisted mercl 

» not let your hite space be filled 

th knickknacks or ornaments which 
printers are so prone to use. You would 
not clutter up your lawn with cast-iron 
dogs or deers; look at your advertising 
lawn in the same way.—Profitable Ad- 
ertisin 

jet iliiaemincetioiaes 

STEREOTYPED ADVERTISING EX- 


PRESSIONS. 





CONSIDERATION; 
MUST - 


THESE GOODS 


GO, 
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STORE CUSTOMS IN JAPAN. 
American husbands who get big bills 
from dry goods houses ought to 
them with a prayer of thanks that 
wives do not live in Jap ie J 
linery Trade Review, in an interesting 
account of Oriental store customs, says 
that time is of no consequence at all 
to the storekeepers of the East. They 
are not eager to sell. The customer 
states what he wishes and if the pro- 
prietor is very obliging he will, without 
duress, admit that he has a vague sus- 
ion that he possesses such an ar 
le. That is irst Nothing 
" n ask him, 
Sir, refresh my eyes 
of most meritorious 
if not linst you 
custom Fen pieces of an 
times cost twelve times the 
They will not sell 100 at 
oe insist your paying 
’ » of the large quantity dé 
sired. They frankly ll you their price 
to a Japanese customer and then that 
foreigners have to pay about 50 or 100 
per cent more, and laugh. In the largest 
dry goods store in Tokio fifty clerks are 


































seen kneeling down upon the floor of 
the large building, but no merchandise 
is visible. It is kept in fireproof (?) 
structures in the rear, and carried to 
and fro for customers’ inspection by 
numerous boys. 
+o — 
ILLINOIS NEWSPAPER HISTORY. 
A local historian thus sets forth the 
beginnings of journalism in Illinois 
“Matthew Duncan, from Kentucky, went 
to Kaskaskia, and September 1814, 
established the first newspaper, the J/ii- 
nois Herald, and continued its owner 
until 1816, when he sold out to Daniel 
P. Cook and Robert Blackwell When 
started it was a three-column folio, but 
when Blackwell & Cook took possession 
it was enlarged to a four-column sheet. 
Two years later Elijah C. Berry bought 
an interest in the iny, when the 
name of the pow r ed to the 
Illinois Intell icer. : aw its 
moval from Kaskaskia to Vandalia, T 
second newspaper in the State was tl 
Emigrant, published at Shawneetown 
Henry Eddy and S. H. Kimmel. ” 
first newspaper in Northern Illinois, 
Miner's Jou |, was issued July 20, 
182 The m, by Addison Phil 
leo, “editor, first appe red May 2, 1832. 
The first newspaper in Chicago, the 
Democrat, by John Calhoun, was issued 
November 26, 33, and the first daily 
was the Chicago American William 
tuart, April 9, 1839 Spaperdom., 
+o 

SAMPLE COPY CIRCULATION. 
_Sample copy circulation is all right 
if it reaches the right people. If a 
publication is so edited that it is of 
een to a certain class of readers 
its pee cng amon at class will 
be of value to an advertiser whether the 
copies are paid for or not. The only 
advantage about a paid circulation i 
that it is tangible proof that the publi 
cation interests a certain class It is 
therefore very desirable for paper to 
possess a paid subscription list. On 
the other hand, the publication that does 
not have a paid subscription list cannot 
readily prove that it interests a certain 
class, and is ; a_ disadvantage d 
medium’s worth lies in the number of 
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people that read it, not in the number 
that receive it. And it’s safe to assert 
that every copy paid for is read, while 
there is no way of knowing how many 
of the free copies are read.—Profitable 
idvertising. 


> —_—_ 
Classified Advertisements. 








Advertisements u) der th 8 head two linesor more 
without display, 25centsa line. Must be 
handed im oue week i in advance 

— 
DVERTISEMENTS for the EVENING Post 


4 Charleston, 
DVERTISEMENTS for the paper with largest 
S. T 





local circulation in Charleston, HF 

EVENING Post. 
\ AN 3 FD—To buy a Republican paper in town 
2,000 or more—any Northern State. Ad- 


I EPUBLICAN,” care Printers’ Ink. 
"TLE of linotype s. Must be in good con 
position to fulfill incomplete con 
311 N. Third St., Nashville, Tenn 


\TENT envelopes. Send samples of folding 
envelopes, thatis, sheets which can be folded 
away with an envelope. BENZIGER 
6 Barclay St., New York. 


TO DATE, experienced, practical young 
man wishes situation as manager and sub 
editor of weekly. Read proof and write copy. 
‘ HUSTLER,” care Printers’ Ink 
W ANTED—To hear from religious newspapers 
and county weeklies who will exchance 
adve rtic sing space for a handsomely bound copy 
of t ife of Dwight L. Moody. ddress 
rH} ‘V IRGINTA MAGAZINE, W inchester, Va 


‘HE rtiser wishes to buy a promising 
tri ude mark, medical preferred, for the pur- 


dress ** 






P ; 


oOast 
BROS 










> of hp vege yt and making a 
success of the same. ess, With full particu- 
lars ‘ADVE eTISING AIA PERIME NT.” Box 
New , rk ¢ 
pr NTER colle ge and professional oon ag 

xperienced in newspaper work, sober 
dustrious, capable, good business man, » desiring 
to return West, seeks position as manager or ed- 


* of daily in good Western town. Address 


ite 

“C, N. 1,” care Printers’ Ink. 

( yk DERS for 5-line advertisements 4 weeks $10 
in 100 Illinois newspapers: 100,000 circula 

tion weekly ; other Western weekly papers same 











rate on application, CHICAGO 
NEW R UNION, 10 Spruce St., New Yorl 
This price i ine ludes PRINTERS’ INK for one year, 


\ *ANTED—A thoroughly reliable newspaper 

man with $2,000, as a partner in 
job and news business (weekly and 
territory untouched in Pennsylvania 
not sell the plant and offic 
possibilitics. Investigate 
much business for one man 4 handle. 
“ BOX ¢ Mount Plea t, Ps 


Un limite i 
personally. Too 
Address 











+> 
1DVERTISIN + SPECIALTIES. 


APER WALLETS. Write to CHicaco EN 
4 VELOPE CLASP Co., Niles, Mich. 
— 
ADVERTISING PUBLICATIONS. 


equaled for the 
rtising ideas, 

: Yor k. 

= +o 
PREMIUMS. 


Sampk 3 wanted of : artic ie s oe at 


pres 
Sample copy, 


entation of 


i Bi scowl is pet 
10¢ 


BR AINS' S Nev w 


= MIUMS 











for pre — fora monthly. BEN iER’S 
MAGAZINE, 36 Barclay St., New York 
LEASE FOR SALI 
W ILL sell lease of a thriving D enrate pa 
per in Ke ntucky for $150 cash. Clears $50 
per mioaths * XENOPHEN,” care Printers’ Ink, 
+o 
SUPPLIES 





ink manufactu red 
ILSON PRINTING INK Co., 
, New York, Special prices to 


ms paper is printed with 
by the W. D. WILE 

Ltd.. 13 Spruce St 

cash buyers 





PERFECTING PRESS FOR SALE. 


W iLL print 6, 7 or 8 column, 8,000 to 10,000 per 

hour, printed and folded papers. Press is 

guaranteed by the makers and present owner. 

\lso a full stereotyping outfit. Can be bouglit 

ata very reasonable price and has been used but 

very little, Address C. F. DAVIV, Abington, Mass, 
- +r 


NEWSPAPER BARGAINS. 


\ AKING $4,000 a year in Massachusetts. 
a chance of a lifetime brought about by sick 
ness. Weekly ) circulation; monthly 1, 
‘irculation. 0 or more cash—balance easy 
tern 

$2,500 buys a profitable, reliable weekly and 
job bus iness within 75 miles of Albany. 

$1,30) buys a N. Y. State weekly doing 4 profit 
ble business. See it and you will buy i 

$2,000 buys a reliabie weekly ina large, thriv- 
»w kngland town rms 
0 buys 2 reliable atic weekly in 
W yomi ng. Shows a profit of $1,800a year, with 
the field not half plowed. 

$5,000 or more down— balance on easy terms 
buys a great daily proposition. Doing a pros 
perous business in one of the most thrifty, fast- 
growing cities in Massachusetts. 

Dailies and weeklies in 37 States. Send for my 
special list. Any reliable properties for sale, 
* David ” knows ae them, What do you want! 

Wanted—By cl reliable weekly properties 
as from $3,000 to § $6, rr 00 in the Eastern States and 

Vest. 
























F. DAVID, Abington, Mass., Confidential 

probes an Expert in Newspaper Properties. 
- -o 
CORPORATION ¢ “HAR! 'ERS. 

y "EST VIRGINIA Charté 

W. H. LOPP, Att’y, W ashington, D.C. 

+e) - 

ADDRESSES AND ADDRESSING. 

\ AILING list of 6,000 sportsmen, ready for use, 
4 6. ED. F. HABERLEIN, McPherson, Kan 
oe 
TR. ANSL<z ATIONS. 

a ane language, oe gta Prompt work. 
d she 4 ae rences. Write for booklet ¢ 
pa "MION TREAL TRANSL ‘ATING BURK 
30x 187, Montreal, Que. 











oo 
BOOKS. 


A POSTAL CARD will get our wine cookery 
book aa price list. If you like good this s 
to eat and drink send for it. C. KE. SWEZEY, 
with Brotherhood Wine Co., New York C ite 
—_ +o —_ 
LETTER BROKERS. 


ETTERS, all kinds, received from newspaper 

4 advertising, wanted and to let. What have 

you or what kind do you wish to hire of ust THE 
MEN OF LETTERS ASS’N, 595 Broadway, N.Y. 

~~, 

STEREOTYPE OUTFITS 

QTER tEOTYPE outtits $17 up; Hot and Cold 

processes included ; make your own cuts in 

white on black and Granotype, no etching. Send 
stamp. H. KAHRS, 240 East 33d St., New York 


——— ~@ — 
sPAPER INFORMATION, 


Por latest newspaper information ase the lat- 
est edition of the AMERICAN NEWSPAPER Dt- 
RecTORY, issued March 1, 1900. Price, five 
dollars. Sent free on receipt of price. Bae P. 
ROWELL & CO., 10 Spruce St., New York. 
‘ «or - 


HALF-TONES. 


N EWSPAPE® PORTRAITS, line or half-tone, 
i single column, $1.00 each. he st quality ; 
prompt delivery Write for circular—it may 
interest you. INTERNATIONAL ENGRAVING 
CO., 1520 1522 Market *t., Philadelphia, Pa. 
+o 
SPECIAL NOTICE 


, | ‘HE annual meeting of the stockholders of the 

Ripans Chemical Co., for the election of Di- 
rectors and Inspectors of Election, will be held 
at the office oF the Kinpans Chemical se sompany 10 
Spruce St., New York, on Monday, May 14, 1900, 
at 12 o’elock noon. PETER Dou if sec’y. 


























NEW 
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4DVERTISING MEDIA 
We LL MAGAZINE, Boston. 


[HE EVENING POST, Charleston, S. C. 

"| HE EVENING POST, Charleston, S$. C. 

(| HE EVENING POST, Charleston, 8. C 

[HE EVENING POST, Charleston, S. ( 

‘PRE EVENING POST, Charleston, S. C 

‘| HE EVENING POST, Charleston, 8. C 

QU BSCRIPTION ee aunted. FARM anp 


is TRADE, Nashville, Ter 
bee best advertising medium in Charleston, 
S. C., is THE EVENING Post. 
TICKELL MAGAZINE guarantees its circula- 
4 tion claims, under a $1,000 forfeit 
‘HE EVENING POST, of Charleston, 8S. C 
claims the largest local circulation. 
if lege *] journal ig ll city : 
Charleston, 8. C., is THE EVEN 


vertising of 
G Post, 





Ix EEP youreye on FARM AND TRADE, Nashville, 
Tenn. it’s growing. Only ivc.aline now 
4 ) WORDS, 5 times, 25 cents. ENTERPRISE, 

Brockton, Mass. Circulation exceeds 6,000. 

DVERTISERS’ GUIDE, Newmarket, 

ye line. Cire’n 4,500, Close 24th. Sampl 

NY persen advertising in PRINTERS’ INK to 

4\ theamount of $16 or more is entitled to re- 
ceive the paper for one year 


T = 





tulve rtising forall the de — nts of the 
y arleston, 5. s done under 
contra uct exclusively in THE E vENENG Post. 





WEB perfecting press, linotype machines 
ul a building of its own is evidence of 
“osperity of THE EVENING Post, of Charles 








; F Southern farmer boy swears by FARM AND 
TRADE, Nashville, Tenn., the only paper in 
the world published in his interest. lc. per 
gate line, 
fa hee’ ‘KELL MAGAZINE ad rates, 30, s 
$50 pa . Wand 20 per cent dis. on $ 
12 mo. orders ; the lowest magazine rate. Figure 
it out yourself 








he reach the prosperous farmers of the South 
try FARM AND TRADE, Nashville, Tenn. ; 1c. 

per agate line Forms close 25th of’ month pre- 

ceding date of Issue 





. . only farmer borg paper in the world is 
FARM AND TRADE, Nashville. Tenn. If you 
want to reach that class the best and only me- 
dium is FARM AND TRADE. Rates 10c. per line. 

YACTFIC COAST FRUIT WORLD, Los Angeles, 
Cal. F rm home journal. Actual 
average umong wealthy ranche 
growing rapidly; de rate line ;no medicine ads. 
6 Narn EVENING PoOSr, Charleston, 8. C., will 
publish want advertisements at one cent a 

rd net; 50 inches display for $15; 100 inche 












$25 ; 300 inches, $60 ; 50 inches , $40; 1,000 inches for 
$16: Additional ch: urges for position and break- 
ing of column rules. 


\ BOUT seven eis shths of the advertising done 
fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
cighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right. papers, your advertising will pay. Corre 
sponde nee solicited Address THE GEO. P 
KOW ELL ADVERTIS SING AGENCY, 10 Spruce St 
New York : 











] pER HEROLD DES GLAUBENS, of St. Louis, 
Mo., a Cathohe weekly, founded in 1850, 
proves ‘ irculation exceeding 30,000 copies 
weekly. Rate,70 cents per inch on 3 or more 
insertions. liscounts, 10 per cent on 104 inche 8; 
15 per cent on 260 inches; 20 per cent on 520 inches 
a lower rate than is offered by any other relig 
ious paper in the United Statés on guaranteed 
circulation, Wr ite home oftice or OTTO KOE NIG, 
Eastern Agent, 727 Park Row Building, N. Y. 
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PRINTERS’ INK. 3 


4 HOME MAGAZINE, OF NEW YORK, is in 
its thirteenth volume, having been started as 
bere Commercial Travelers Home Magazine. A 
ago the name was changed to the HOME 
i AGAZINE, and the office removed to New Y« 

‘ity. Since then the energies of the MAGAZINE 
aoe been devoted more to pushing the circula 
tion than toward building up the advertising 
patronage, upon the principle that circulation 
is absolutely essential to give advertisers satis 
factory results on their business. 

The circulation is now 50,000 copies, actually, of 
which about 31,700 are regular subscribers and 
the balance news-stand sales, exchange ind ad 
vortis ng copies. A feature about our circulation 
is that we deal direct with the news trade outside 
of the American News Co, 

Our rate is $60 per page net, half and quarter 
pages pro rata, or 40 cents per agate line. 

We want your business because our circula 
tion will bring you appeal We are alway 
ready to give any details sible customer 
Will you try us! THE Home MAG. AZINE, § 
Nassau St., N. Y. City. 















2 
MAIL iNG MACHINES. 





‘HE BEST,a labeler. ’99 pat.,is only $12. REV 
Le X. DICK. 43 Ferguson Ave.. Buffalo, N.Y 
- ~~, 
STOCK CUTS. 








YEST collection -tone and line cuts for ad’g 
» and booklets in world. Cat. 20c. (refunded 
SPATULA CO., Boston 
~7o, 
ILLUSTRATORS AND ILLUSTRATIONS 


~h PERION engravings: promptness; lowest 
eo ART ENGRAVING CO., Washing 
ton, D.C. 


Gey We tell you how to make them for $1 
No camera, no tools, no experience 1e — 
Particulars for stamp. C. D. LOVE, Coshocton 


\\ E make designs, illustrations and engray 
ings for catalogues, book covers, pamph 
lets, magazine and newspaper” advertising 
+s submitted. INTERNATIONAL ENGRAV 
, 1520 1522 Market St., Philadelphia, Pa 
_— 


FOR SALE, 














Qt INEMETZ perfec ting ress, 8,000 per hour, 
four or eight ps ‘heap; $1,000. Now in 
daily use on THE ENT RP RISK, Brockton, Mass. 


KF OR SALE—A Q. Q. Cox Dunlex Angle Tar 
Press. All the latest improvements. Kun lit 
tle over a y Requirements demand as! ereo 

typing press, reason for sale. “ T.,” Printers’ Ini. 











( NLY Democratic newspaper and job office in 

northern county of Ohio, circulation 800 
Will sell at once for 
by experienced ma 


D. B usine sscan he doubl d 
1. “ H.,” care Printers’ ink, 








fy VERY issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is to announce your desire in a classifiec 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
St., New York. 





ADVERTISING NOVEL TIES 


( ¥ OOD pictures and verses for street car ads 
I AD-ART-CO.,Minneapolis.Minn. P. O. Box 181. 


=ee for samples of our advertising puzzle 

car s. They briny results. We give a prize 

hig every_answer. THE SPECIALTY sSYNDI- 
‘ATE, 207 Broadway, New York. 


tae the purpose of inviting sapounnements 
of Adver.vising Novelties likely to benefit 

r-ader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


( YAPS and hats are being used by many adver- 

tisers toadvantage. We should be plessed 
to lay before you samples and prices. BROWN 
& BIGELOW, Mfrs. of Specialties for Advertisers, 
St. Paul, Minn. 


paicrc F wagons for merchants, $40; letter 

ed to suit, The most highly finished bicyvele 
in the world, 835 cash, list $50. Output limited 
To few first-class agents. ROADSTER C\CLE 
SHOP, Camden, 














tn 


NEWSPAPERS WANTED. 


QELL OU T NOW if you foresee that you are 
‘ going to sell soon. Don’t let your business 
run down and then expect to sell it for what it 
a been. 
sick newspaper or sick horse will only sell 

for a price (hat will allow the owner to take the 
chances - complete recovery and to pay the 
dcctor’s ° 

If you want to sell w ne beg situation fully. It 
will save time and incr >the chance of doing 
business. KFMERSON P “a ARRIS, Newspaper 
Broker, 150 Nassau St., New York 





~~? 
NEWSPAPERS FOR SALF, 


] yEMoc RATIC daily paper in Minnesota that 

is making $3,000 and has and can make $4,500 
yearly. Good plant, with typesetting machine, 
worth $6,000, Gross business about $17,000. 
We thy community, attractive and up-to-date 
city. No outside competition Price $11,000, 
$4,000 cash necessary. Give_reference. E. I. 
HAKRIS, 150 Nassau 8t., New York 


CENTRAL New York weekly, making $3,°00 

clear annually, can be bought for $6,000. 
Gross business for year ending March 1, 190’, 
$5,650, Plant cost $7,200 and as good as new. Up 
to date in every particular. In a town of 4,000 in 
very «le sirable and fertile section. Paper was es- 
tablished 15 years ago and under one manage 
ment ever since. References required. E. 
HARRIS, 150 Nassau St., New York 
+-o- —--— 

NEWSPAPER WANTED. 
\\ — D—Good county eat weekly in New 
York or Pennsylvania for $16,000 or less, 

with earning plant and local conditions to justify 
the valuation. E. P. HARKIS, 150 Nassau St., N.Y. 


























— Saad 
ADVERTISEMENT ‘0! 








STRUCTORS 
J. HOWLAND H ARDING, 1545 Broadway. 
’ 





gg io R. 1g ,111 Nassau St. Ads, Book- 
4 lets. Pictur 


A» A ee ga month, GEORGE H. HAY- 

WOOD, 9 Amity, New London, Conn. 

) \ MONTH for ada a week CHAS. A. WOOL- 

2) FOLK, 446 W. Main St., Louisville, Ky. 

100 Core ec ‘Ads, all new, for $2. G. 

R. SYFERT, 488. 9th St, ( ‘columbus, oO. 

QXY DER & JOHNSON, advertising writers and 

agents, Woman's Temple, Chicago. Write. 





= 





‘ae shortest, surest ‘and safest route to profit- 
able ear a ournal publicity is through 
the MEDICS ube VERTISING BUREAU, 100 
William St., New ¥ ri 


QTRONG a 

THEY’RE_PULLERS, TOO. 
Not expensive. Any business. Send 5c. s 
and data ; aa mail you Th 8, any size 
ME. GREENE THE ADMAN, Ist National Bank 
Building, Vil C ity, Pa. 








— 





F you've something to tell about something to 

sell, let me tell it and help you to sellit. Pre 
paring good advertising for good coods is right 
in my line. Tell me enouch to “put me on” to 
your business and I'll tell you what I can do for 
you and what it will cost. JED SCARBORO, 
Morton St., Brooklyn, N. Y. 


YOOR commercial literature has “no show” 
with so much current thatisadmirable. To 
be profitable a circular must be first read and 
then kept, = this demands a deserving of 
suchtreatment. Poor printed stuff certainls en- 
courages one “brancb,” 7. e., the “willow branch” 
used tor making waste paper baskets. FRANCIS 
I. MAULE 3 Sansom St., Philadelphia. No 
postal cards, please. 


» OOKLETS, ADVERTISEMENTS, CIRCULARS 

? Tam in a position to offer you better service 
in writing, designing and printing advertising 
matter of every description than any other man 
in the business. | make the fashion in typo- 
graphical display. I have charge of the me 
ch nical department of Printrrs’ INK. No other 
naper in the world isso much copied. My facil 
ities are unsurpassed for turning out the com- 
plete job. If you wish to improve the tone and 
appearance of your advertising matter it will 
pay you to consult me. WM. JOHNSTON, Mar- 
ager Printers’Ink Press, 10 Spruce St., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


t@ Iseued every Wednesday. Tencentsa copy. 
Subscription price. five dollars a year, in advance 
Six dollare abundred. Noback numbers 

t 2 Being printed from plates, it is always pos- 
sible to ue anew edition of five hundred cop 
ies for 330, or alarger number at the same rate, 

iy Publishers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
app lic. ation, obtain special contidential terms. 

If any person who has not paid for it is re- 

ceiving PRINTERS’ INK it is bec: banse some one has 

subscribed in his name. Every paper is stopped 

at the expiration of the time paid for. 
ADVERTISING RATES 


















Classified advertisements 2% cents a line: six 
words to the line; pearl measure : display 50 cents 
aline; 5 linesto the inch. $19%a pag pecial 





position twenty five per cent 
ed ; discount, five per cent fo sb with order. 
Oscar Herzperc, Managing Editor 
Petsr Doucan, Ma:ager of Advertising and 
Subscription Department. 





dition: ul. if grant 





New YorK OFFICES: NO. 10 SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LUD- 
GATE HILL, E. C. 


_NEW YORK, MAY 9, 1900. 





SOME papers howe good circulations, 
o.hers good circulation liars. 

THe Art 
in its fight against 


Association of Chic 
the billbe 





declares that these are a “ menace 
to the city’s reputation as an art 
center.” That Chicago has a rep- 
utation as an art center will be a 
revelation to a host of Eastern 
ers; therefore, however unpro- 
ductive the assoc ion’s efforts 





may prove to be, it at least has the 
satisfaction of knowing that has 
aided in the spread of iniormation. 





FRANK MecLees & 
William street, New 








advertisers what they call a “cero 
type.” designed to print letter 
he billheads and similar art 
cles in a style closely resembling 
lithographic work. It is a_pro- 

wax relief, and for it is 

that lines “‘may be made 
F as a point can be sharpen- 
ed. Its advantage over lithog 
raphy for the advertiser is its 


greater cheapness; for the printer, 
it may be used on an ordinary 
thus enabl’ng him to keep 
1c entire job within his establisl 

ment. The Little Schoolmaster 
has seen a number of letter-heads 
printed by this but while 
he thinks highly of the success 
achieved, he has not been able to 
convince himself that lithography 
was not 


"ess, 


I 
tl 


process, 





rably better—at, 
course, a considerably h'gher price 


considet 


of 
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Vice is a monster of so hateful mien 
As, to be hated, needs but to be seen ; 
Yet seen too oft, familiar with her face, 
Ne first endure, then pity, then embrace. 

Thus sings the poet of the recog- 
nized effect of continued publicity 





with an article miserably unattract- 
ive. “How much more effective 
with an attractive article! 

\N interesting fact in connec- 
tion with the Paris Exhibit:on is 
that there are 6,564 American ex- 
hibitors, more than those of any 
other three foreign nations com- 
bined, save France, which has 
30,000. The New York Tribune 
says the fair “will seem much like 
a Franco-American — exh:bition, 
with the rest of the world taken 
in to ‘fill up the chinks.’ The 
millions who visit the fair,’’ says 


the Tribune, “will be made to real- 


ize as never before to what a com- 
manding estate in commerce, in- 
dustry and arts the United States 


has r.sen.” 


OnMonday, Apr'l 23d, the J. C. 
Ayer Company of Loon cele- 


brated the madine of improve 


ments to its plant by an inspection 
and banquet at which gentlemen 
prominent in the trade and other- 








wise from at home and_ abroad 
were present. The Boston Post 
of April 24th had a long and in 
teresting account of the = affair, 
from whch the matter that fol 
lows is extracted: 

From the main office the party was 
conducted to the printing plant. Here 
the Ayer people print all of their own 
circular idvertising matter. Mam 
moth presses and many compositors 
were i and ‘turning out 
alman kinds of circulars 
desc ri ‘ er remedies 
Pi tons of paper are used each 
( n this department. Almanacs are 
issued in five different languages. \ 

c s of the Aver’s Cherry 


ks are now being issued 
re then shown 








room This plant is as 
irg of almost any daily news 
paper office, and here men were mak 
ing the plates for the Ayer advertising 
matter that appears in all the o 
politan and countr journals. 
company is now sending advertisements 
to twenty-four different countries, all 


having different languages. 
PrinTERS’ INK, the well-known 
advertising journal of New York, 
is accepted as the standard for this 
country. oer pee (Ala. ) 
-Herald, March 31, 1900. 
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A Kansas City (Mo.) milliner, 
at the end of a long and unique 
advertisement, says: 

Now, ladies, you have the 
story. If you don’t want your friends 
to have astigmatism and your husband 
the jimjams by looking at a department 
store hat on your head, come to A 
Pearson, 1006 Main street, and 
your hat. 


whole 


buy 

Unoper the title “How to Adver- 
tse’ the Procter & Collier Com- 
pany of Cincinnati, O., issues a 
booklet containing eight 
information concerning the art,and 
sixteen pages of reproductions of 
advertisements which it 


pages of 


magaz ne 


has written and placed. The effect 
of the good sense in the reading 
matter is strengthened and _ but- 
tressed by the excellence of the 
announcements shown. The bro- 
chure talks essentially to the new 
advertiser, and its effect on him 


will probably be as good as was 
intended. Certainly no advertis- 
ing agency could desire a finer list 
of customers than is made appar- 
ent by the ads reproduced. 


Tue Davenport (Iowa) Times 
issues a booklet which it calls “The 
Truth About the Circulation of 
Davenport Papers.” It tells usthat 
the 7imes made an arrangement 
with W. H. McCoy, the publisher 
of the Davenport city directory, 
to have his solicitors, while mak 
ing the hous, to house canvass for 


the names to be published in the 
to inquire at every house 
The 
the 


directory, 
what city papers are taken. 
result was, according to 
booklet. follows: 

Davenport Times, - - - 


as 





Davenport Leader, 

Davenport Democrat 

Davenport Republican, - : 

This count was only in resi- 


dences, says the 7imes, and if the 
percentage between it and the total 
circulation in its own case were 
added to all the papers named, the 
figures would be as follows: 





aily Times, - - + 2,882 Copies 
Daily Leader, - - - - 1,570 Copies 
Daily Democrat, - - - - 1,190 Copies 
Daily Republican, 838 Copies 
The fact that the Time s did not 


furnish the American Newspaper 
Directory with a complete detailed 
circulation statement is apt to take 
away much of the force which its 
interesting booklet would other- 
wise possess, 


ADVERTISERS that avoid schemes 
of all kinds and stick to legitimate 
methods will have the most dol- 
lars to count at the end of the 
year. 


Mr. T. B. Erker wishes it to be 
known that he is no longer con 
nected with the National Adver 


tiser. It proved too strong even 
for him. 

yurier-Citizen of Lowell, 
sends advertisers a package 
the following an- 


THE C 
Mass., 
of seeds, with 
nouncement: 

Seed time is 
harvest. As a 
this is the seed 
little package of 
them in good 
of beautiful 


followed naturally by 
reminder to you that 
time, we inclose this 
seeds. If you sow 
soil you will have a plot 
flowers in a few weeks. 


From 


which one may conclude 
that these seeds will be accepted 
by the Courier-Citizen in payment 
for bus:ness announcements in its 


columns—which would be planting 
them in what the Courier-Citizen 
at least thinks is good soil. 





THE store of Siegel-Cooper & 
Company in Chicago and of the 
Siegel-Cooper Company in New 
York will on July 2 come into the 
control of the Siegel-Cooper Com- 
pany, a corporation formed under 
the laws of the State of New Jer- 
sey, having a capital stock of $24,- 
000,000, of which 200,000 shares 
of preferred stock, par value 
drawing six per cent interest 
one-third of all add tional 
dends. is offered to the 
public, the prospectus 








$50, 
and 
divi- 
general 
claiming 


that by having a large number of 
people interested in the success of 
the business, its profits will be 


greatly increased, so that the pres- 
ent owners will receive far better 
dividends on the stock which they 


retain, justifying them in parting 
with a portion of their interests 
in a profitable concern. In order 


to make as many people interested 
as possible, all one-share allot- 
ments will first be made, then the 
two shares and so on, so that those 
who desire ac ble number 
will probably be left in the cold. 

which the com- 


The advertising 
pany is getting and I’kely to get 
action, is a phase 


as a result o7 its 
of the matter that will interest 
INK, 


readers of PRINTERS’ 


msidera 
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AN advertiser should be allow- 
ed to make his own rate in a pub- 
lication that refuses to furnish 
convine:ng proof of its actual cir- 
culation. 





Tue London, Brighton and 
South Coast Railway issues a 
booklet which it calls “En Route to 
the Paris Exhib:tion,” and which 
s evidently intended for the pe- 
rusal of Americans who stop for 
a moment, so to speak, at London, 
and then hasten to Paris. It aims 
to show the American traveler that 
there are a number of South Coast 
resorts within two hours of Lon- 
don, the beauties of which he 
should not fail to absorb. Parti 
ular attent‘on is given to the Isle 
of Wight, and much interesting in- 
formation about Tennyson appears 
in connection with it. Excellent 
illustrations are used. The book- 
let is interesting, not only in itself, 
but as an indication of what En 
glish railroads are doing. 


c 
] 


THE inauguration of a College 
of Journalism at Cincinnati, with 
Murat Halstead at the head, has 
caused a large amount of com- 
ment among those peculiar jour- 
nals supposed to be issued in the 
interests of newspaper men, yet 
edited by people who, in the ma- 
jority of cases, have never seen the 
inside of a newspaper office. In 
spite of the unfavorable views ex 
pre ssed in these pt tblic: iuions, there 
is little doubt that Mr. Hi ilstead’s 
experience will be of value to a 
host of young men who desire to 


enter journalism, yet lack entirely 
any idea of wee is requ:red in 
order to succeed. It seems to 


Printers’ INK that in these days 
we are somewhat inclined to over 
rate the value of personal experi- 
ence and to underrate the kind of 
knowledge which one man may 
impart to another. Mr. Halstead 
will now turn out journalists; his 
pupils, when he gets through with 
them, will be men who will have 
a certain facility in expressing 
what they wish to say and a knowl- 
edge of the ideas and principles 
that govern in newspaper offices. 
Thus equipped, they will be able 
to get the full benefit of their ex 
perience in the newspaper itself. 





PRINTERS’ INK. 





THE status of the two papers in the March 
sue of the American Newspaper Directory, 
ust issued, appears to emphasize the claims 
made by the ASanner to being classed as 
the second paper of importance in Tennes- 
see in point of circulation. It must not be 
forgotten, however, that mere circulation does 
not of itself lift a paper’s importance above 
that of another with about the same issue and 
a great deal more of character and other valu- 
able constituents.—PRinTERs’ INK, March 











The Nashville Banner maintains 
that in point of actual issue it is the 
second pape! in Te nnessee, the Mem- 
phis Affeal being first, but when it 
comes to character the Banner does 
not admit that any paper anywhere 
has more of it or of better quality. 
And it is a prevailing opinion in Ten 
nessee that on the last point the Bax 
ner is right. The Little Schoolmaster 
takes no exception to the impression 
that prevails where ail the people have 
the best possible facilities for arriving 
at a correct conclusion. 


[He May number of Frank Les- 
lie’s Popular Monthly inaugurates 
a new policy of rigid censorship of 
the advertising pages of that mag 
azine. Seven pages of advertise 
ments offered for the issue in ques- 
tion have been rejected. Hereaft- 
er it will be impossible to have 
inserted in Frank Leslie’s any an- 
nouncement of a cure for ples or 
rupture, for deleterious habits, 
such, for instance, as drunkenness 
and opium, an advertisement of 
hypnotism or mental science of al 
sorts, or, in fact, any advertisement 
at all offensive to good taste. It 
may be observed in passing that 
is magazine never dd_ carry 
“weak men,” electrical belts, bust 
developers, etc., hence no neces 
sity for eliminating these arises 
in connection with the new re- 
form. The publishers assert that 
recently the number of the kind of 
eciaite they are now excluding 
has greatly increased and _ that 
these have found no difficulty in 
securing space in the ten-cent mag 
azines, Frank Leslic’s Popular 

ily being the first to male 
effort in the d-rection of de- 
barment. It is to be hoped that 
the reform now instituted will be 
spread over the entire advertis- 
ing field. The new advertisers’ 
association will probably give the 
matter extended attention in the 
near future. It is certainly worth 
discussion. 
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as the shibboleth of intellect by too 
many. We all know persons who seem 
always, when listening to informal con- 
versation, to be eavesdropping for sole- 
cisms, which they register, when found, 
more or less brutally, and store up to 
retail as malicious gossip later. These 
spies and informers of every-day life 
seem to assume that a breach of gram- 
mar is a breach of the peace, that a slip 
shod syntactician is a public nuisance, 





and that a double negative is complete 
damnation. Yet we all know certain 
absolute asses whose impeccable gram- 
mar only emphasizes the emptiness of 
their thoughts, whose brains are as free 
from the possibility of inspiration as 
any Chinese laundryman’s adding ma- 
chine. And we all know certain men 
whose thoughts take magnificent strides 
and cover a noble parish without check 
from the irbed-wire fences and ‘no 
thoroughfare” signs of grammar. ‘These 
unshackled souls are rather above than 
beneath the jurisdiction of justices of 
the peace like Lindley Murray. 


In spite of what has been said 
above, nothing is gained by ignor- 
ing the rules of grammar—if 


knows them. 
THE F IFT. H I SU G AR 


Kansas City, Mn, J 
Editor of Printers’ 

The Kansas City 
be a competitor for 
owl. 

Advertising rates for the Weekly 
will be advanced May ist. Which 
govern in the contest, the rates 
in force or the advanced rate? 

Very truly, THe Kansas City Star, 

By Aug. F. Seested, Bus. Mgr. 

The rates in force at the time 
the Fifth Sugar Bowl is awarded 
are the rates that will govern. 

* * * 


one 


BOWL. 


April 26, 1900. 
INK: 

Weekly Star will 
the Fifth Sugar 
Star 
will 
now 


The latest edition of the 
ican Newspaper Directory gives 
the Weekly Star's circulation for 
1899 as 131,916. The Star accepts 
all advertising on cond-tion that 
the paid circulation of its weekly 
edition exceeds 140,000 per issue. 
The advertising rate is 40 cents 
per line for run of paper, which 
at the guaranteed circulation, 
makes the rate approximate one- 
third of a cent per line per thou- 
sand copie Ss. 


Amer- 


ch a oe 

Tue Sugar Bowl of sterling sil- 
ver which Printers’ INK recent- 
ly awarded to the Philadelphia 
Record, as being the paper which 
gives the service to advertis- 
ers in proportion to rate of 
Chicago, has been placed on exhi- 
bition by John Wanamaker in his 
jewelry store _ display window, 
Philadelphia. 


best 
east 
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IN BRITISH NEWSPAPERS. 


There are several papers which 
obtain prices ranging from 10s to 


£2 per inch for the'r advertise- 
ments. Very little show can be 
made in all the weekly journals 
for less than £300 per week; and 
if daily papers in all parts of 
the country are to be included, 
£1,000 will not be found at all an 
excessive amount to pay each 
week. Should you wish to make 
a good start by inserting a full 
page in the Daily Telegraph, you 


can, by making early arrz angements, 
do so for the modest sum of £200, 


and a like amount will give you 
similar publicity in the Daily 
Mail. The Daily News will not 


only give you the loan of a page 


for £110, but will let you display 
the advertisement across the col- 
umns, which all the other London 
dailies refuse to do. Following 
this start up by a page advertise- 
ment in the Daily Chronicle at 
£120, and in the Morning Post at 


£100, readers will remark, perhaps, 
that something new is being adver- 
tised, and if they see the announce- 
ment when they return home in the 
evening, to the tune of a half-page 





in the London Evening News, at 
£35: in the Globe, at £25; in the 
Pall Mall, £20; in the Star, at 
£43; and in the St James’ at the 
same rate as in the Pall Mall, 
somebody will perhaps say, point- 
ing to the advertisement: “This 
chap’s advertising pretty largely. 
Wonder what it’s all about?’ 


Amongst other papers for which it 
will be found ianeuane to draw 
substantial cheques might be men- 
tioned the Christian World, at £75 
per page, or eleven shillings, 11d 
per inch. The Christian Herald, at 
£1.10s per inch, and Lloyd's, at 
£1.8s per inch. The charge per 
inch in the Daily Graphic is 16s; 
Reynold’s Newspaper, 16s, and the 
People 1s per inch less.—Yorkshire 
Chat. 
EXCITING 


+o - 
CURIOSITY. 





Excite a little legitimate curiosity 
about your goods; nothing draws like 
curiosity. know of one of the most 
successful advertisers who tells mill- 
ions of people daily what he is doing 
in his store, if it be only the putting up 
of a new shelf or the painting of a 
door. Bernstein, at banquet of 
Merc] Protective Association of 


Jersey City, N. J. 





PRINTEx 


SOME CIRCULATIONS. 


From Proctor & Collier’s book 
let, ‘“‘How to Advertise,” the fol- 
lowing statements are taken: 

There are magazines claiming a 
circulation of eighty thousand a 
month that have a fixed circulation 
of eight thousand only, and of this 
eight thousand, two thousand go 
free to agents, advertisers and ex 
changes. The remain'ng seven 
ty-two thousand copies are sent to 
newsdealers with the privilege of 
returning unsold copies. If the 
edition happens to contain popular 
matter, half of the seventy-two 
thousand may be sold. The bal 
ance are returned to the publisher, 
who sends them out as specimen 
copies to lists of names. As the 
value of advertising depends large- 
ly upon the reiteration of the same 
subject before the same people, 
this kind of circulation is not 
worth more than about one-tenth 
of what the publisher’s rate card 
calls for. There are religious pa- 
pers that ten years ago had twen 
ty thousand circulation, all paid 
for excepting about two thousand 
free copies to pastors, societies, 
advertisers and exchanges. Old 
subscribers have died, others have 
ceased to take interest in church 
affairs, and families have become 
broken up and scattered. But the 
papers continue to be sent to the 
old names in the hope that some 
day arrears of subscriptions will 
be paid, and through the necessity 
of having a circulation to justify 
the advertis ng rates. There are 
newspapers that issue one hundred 
thousand copies the day after a 


presidential election and twenty 
thousand copies the day after 
Christmas. For some of these a 


circulation of one hundred thou- 
sand will be claimed and for oth- 
ers an average of s'xty thousand. 
There are some agricultural pa 
pers that are little better than cir 
culars or dodgers, so far as actual 
pa'd up circulation is concerned. 
As for trade and special publica 
tions, business men know they re 
ceive many regularly without pay 
ing or even asking for them. The 
postal laws are largely responsible 
for this exaggerated circulation, 
because publishers pay one cent 
a pound postage only. 
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Ex-President 
Grover Cleveland 
Mr. 

ten especially for the College 
Man’s Double of 
THE SATURDAY EVENING 
Post able 


young men who are leaving 


Cleveland has _ writ- 


Number 


an article for 


college and getting actively 


touch with the wider 


of 


in 
world business and 
politics. 

This is the first magazine 
article that Mr. Cleveland 
has written in a great many 
years, and it will appear in 
EVENING 


THE SATURDAY 


Post exclusively. 


Senator Beveridge writes 
exclusively for the Post. 
Hon. Thomas B. Reed 
writes exclusively for the 
POsT. 

A weekly magazine at 


$2.50 a year, reaching 
250,000 subscribers and 
buyers SOLELY on its edi- 


torial merits. 
No 


prices—no sample-copy 


premiums—no_ cut 


editions to swell its circu- 


lation. 
THE CURTIS PUBLISHING CO, 
PHILADELPHIA. 
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SOME KEAL ESTATE METH- 
ODS 


By Lewis Garrison. 
System in an advertising cam- 
paign is everything. This is es- 
pecially true in real estate adver- 
tising. I know a man who sold 
out an addition to Cincinnati, Ohio, 
in a few years and made for his 
company a great deal of money. 
He departed from the usual meth- 
ods of advertising to a certain ex- 
tent and had orginal ideas to 
work on. His name is George C. 
Bloss and the company that he was 
manager for was the Erlanger 
Land Syndicate. The syndicate 
owned a farm seven miles from 
Cincinnati, in Kentucky. It was 
at the time of Sunday closing of 
saloons in Ohio, and the fact of 
running Sunday excursions to 
Kentucky was a great feature of 
the sale. The Cincinnati Post was 
used to the extent of a half-page 
on some occasions ; sometimes only 
a quarter of a page, once a week, 
Here is” a sample ad: 


YUM—YU M! 

Hot cakes could not go faster 
than the South Erlanger home 
lots. The prices and terms draw 
home seekers like syrup draws 
flies! 

A beautiful lot in the healthiest 
suburb near Cincinnati for $15, 
$20 and $100. 50. cents cash and 
50 cents per week. Does that 
strike you as easy? 

No interest. No taxes. Fare 
5 cents. Six miles out. 





Then there was a talk in the ad 
of the surpassing scenery and how 
Bloss did lay it on! The people of 
Cincinnati thought there was a lit- 
tle heaven out at Erlanger. The 
novel feature of the advertising 
was the naming of agents, with 
their business locations in different 
parts of the city. This was a con- 
venience. People read the ad and 
then went around the corner to 
find an agent who could show the 
plat and tell full particulars—pos- 
sibly sell a lot. 

On Sundays a train was hired 
for $120. A rate was made of 
10 cents for the round trip and 
this was advertised in the Post and 
by circulars from house to house. 
Crowds went to spend the day in 


the country and, of course, when 
once on the ground the numerous 
agents did the selling. Mr. Bloss 
tells me the selling of the beer 
alone on these trips was an im- 
mense thing. 

Mr. Bloss also made tours at 
the noon hour around the factories. 
He lectured on the beauty of Er- 
langer lots to the crowds of wage 


earners. This was the class of 
people he was after—the saving 
ones. When a _ particularly 


“smart” individual broke out with 
some cute s saying Bloss had a ready 
answer and held his own amongst 
them all. The cons equence was 
that when Sunday came the factory 
people - were at Erlanger en masse. 
He also had circulars distributed 
from house to house in the German 
section of the city. He was after 
the Germans, for he knew their 

love of a homestead and of wed 
ability to buy. He never used the- 
ater programmes or high-priced 





papers. The people who go to 
theaters, he reasoned, would not 
have money to buy property. And 


the people who buy a five-cent 
daily paper would not buy a cheap 
building lot. Mr. Bloss made over 
$100,000 above the cost of the 
property on his scheming and busi- 
ness ability. 


sc ibinmae eter 
WANT AD ILLUSTRATED. 


A GENTLEMAN DESIRING AN ENGAGE- 
MENT CAN HEAR OF AN OPPORTUNITY BY 


ADDRESSING P, O, BOX 13. 
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THE SMALL ADVERTISER. 


The man who can make the ad- 
vertising for a little store pay can 
in nine cases out of ten advertise 
the big store profitably. 

The beginner in advertising 
should not have too much money 
to spend. He will get into bad 
habits. He will have dreams—ad- 
vertising dreams. 

There's nothing like a good start 
at anything—es specially advertising. 

The man who is advertising for 
the little store learns to watch the 
little things. He gets in the habit 
of finding out just what interests 
people—and what does not. 

He gets in close touch with the 
public. He hears their remarks. 
He learns human nature as applied 
to advertising. 

The reason for many advertising 
failures is lack of preparation. 

The school of advertisement 
writing is in a small store with a 
small advertising appropriation. 

When a man can successfully ad- 
vertise a small store in competition 
with large ones, he can out-dis- 
tance all competi ition when he at- 
tempts to advertise the large store. 
He has been so accustomed to get- 
ting close to the people that when 
he gets into the larger field he will 
continue. He will find out person 
ally what effect his advertising has 
on the public. 

You often hear the little mer- 
chant say, “I could make adver- 
tising pay if I could afford to spend 
as much as so _— so.” Could he? 

Hundreds of men have figured 
out the wonderful amount of 
money to be made in patent medi- 
cines. You can easily count the 
real successes. 

The Col. Mulberry Sellers of 
advertising are very plentiful. 

But in advertising, as in any 
— business, the man who is first 
small and grows as conditions war- 
rant is more liable to make a pro- 
nounced success than the other 
man who jumps in with a com- 
bination of theory and money. 

There are very many advertise- 

ment writers in the world who hold 
good positions simply because they 
have an attractive style of writi ng. 
The boss likes their siete is 
no way of testing the business 
bringing power. 


we 


It is often argued that a good 
writer is seldom a good business 
man. The more reason why the 
good writer should begin at the 
bottom. 

Some men have run railroads 
with no training previous to their 
taking charge. They are few. 

There are advertisement writers 
who have made wonderful successes 
without commencing at the bottom. 
They are nearly all middle aged 
men. The principle is fixed. The 
beginning should be made at the 
beginning. Advertising should be 
learned in the small store. 

The small merchant who uses 
space in the country weekly may 
not have the facilities that his city 
cousin has—he has an equal op- 
portunity. 

Show me the small merchant 
that can make his little advertis- 
ing appropriation cut into a big 
competitor’s and I will show you a 
good advertiser. 

It is under these conditions that 
good advertisers are developed. 

The small advertiser is like the 
poor boy—he has to hustle, it be- 
comes his nature and it sticks with 
him when he grows.—C. V. White, 
in Northwestern Shoe and Leather 
Journal. 





+o 
STEREOTY ED ADVERTISING EX. 


PRESSIONS. 





“STRIKING NEW COLOR COMBINATIONS.” 
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SOME BOOKLETS. 





Under this heading will be reviewed from time to time such booklets as are believed 
to possess qualities or characteristics which make them of interest to o her advertisers, 
While advertising matter for attention under this heading is solicited, the right to 


decide whether or not it shall be reviewed is 


of course reserved. 





Twin City Varnish Company of St. 
Paul, Minn., issue a booklet of thirty- 
two pages and cover, size 57gx9, the 
purpose of which is “to answer some of 
the many inquiries received regarding 
the manner of obtaining varnish gums, 
to make known, in an Leteneutlag: way, 
a few facts about the ccuntries where 
this gum is obtainable by illustrating 
some of the methods of procuring var- 
h gums.” Residences and buildings 
are shown in which the Twin Cit r 
nish Company’s products were used. Jt 
is printed in photo-brown and che illus- 
trations in sage-green, producing a very 
pleasant contrast. Illustrations and 
printing are perfect. The paper is a 
high-calendered, heavy-weight, half-tone 
stock, and for the cover an olive-colored 
stock is used, which is given the moire 
effect on the outside. On the first cover 

“Twin City Varnish Company, St. Paul, 
Minn.,”’ is embossed in bronze. 
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Braunworth, Munn & Barber, wa ers, 
and bookbinders, of Brooklyn, N. Y., is- 
sue a four-page folder, with a bond pa- 
per cover, that is so arranged as to 
fold and make cover and envelope at 
the same time. The cover folds to an 
envelope on about the same style that 
druggists employ in closing a flat pack- 
age without string. No printing appears 
on the self-made envelope. The book- 
let is printed in red and black and treats 
on “The Advertising of Clothes for 
Men,” being an appeal to clothiers that 
they should have their oriating execut- 
ed by Braunworth, Munn & Barber. 
Size of booklet, 


The booklet of the W. , en Wood 
Company of Me Keesport, Pa., “manu- 
facturers of patent finished and uniform 
color smooth sheet iron,” con- 
sists of thirty six pages and cover, size 
5x7, describing and illustrating to the 
minutest detail the process of manu- 
facture. Letter press and illustrations 
are perfect; best half-tone stock is used 
for this booklet; the cover, although of 
a white stock, is tinted on the front 
page, on which the trade-mark of the 
firm is printed in black, giving to the 
whole a strikingly artistic effect. 




















To bring their new printing quarters 
more prominently before the business 
world the Merry and Nicholson Printing 
Company of St. Louis, issued a deckled- 
edge boo klet of sixteen pages and cover, 
titled, ‘‘Success and how = outgrew 
our quarters.” Only the right-hand 
pages are printed, each of oar looking 
alike typographically. The booklet is 
printed in black and red, the red being 
used for the catch phrases and footnotes. 
Although the booklet is 5x7, the cover 
is but 4%4x57%. It is bound by means 
of a cord, which is tied through the 
center and run through a hole —— 
at the upper part of the bookle The 
cover is of an average hue, seaneel with 














medium-size 
title 
black. 
Frank E. Davis, of G loucester, Mass., 
deals in “salt mackerel, cod and oth 
salt water fish,” and sells them “dir 






polka dots of white; the 
being printed in red a 









ct 
consumer, prepaying pe wie 
ht.”” His “price list” consists of 
Cc 








four pages, size 8%x11, which contains 
all one cares to know about the various 
kind of fish he sells, names prices, 
terms and discounts, and winds up with 
testimonials from a number of cities in 
almost every State in the Union and 
from most prominent men and _ firms. 
With the “price list” goes a circular 
letter, printed in a wage meh tyne, This, 
as well as the “price list,” is a good 
specimen of adver tising, 





“Sam Touston Normal Institute and 
Historic Huntsville (Texas) Through 
‘ame is the title of a book of 104 
1 cover, size 574x9. This book 
rnisk a correct history, a number 
of illustrations and the portraits of the 
faculty of the Sam Houston Normal 
Institute and an authentic account, with 
pictu res, of the settlement of Huntsville, 
together with a presentation of the 1899 
status of the city. It also contains busi- 
ness advertisements and the portraits 
and bi grap yhies of Texan business men. 
There are also illustrations shown and 
ms given of a number of 
varding houses for Normal Institute 
dents.”” The pages of the book are 
me alternately in black, blue, brown 
and 7 le. The cover is printed in 
sky and photo-brown, and the title 
is in raised letters, printed in gold. 
The Delineator, New York, distrib- 
uted a g advertisers a brochure that 
contained the copy of “two letters”’— 
one from an advertiser and the other 
from an advertising nt—also repro- 
ductions : pages, seven of 
them t February, 1900, 
issue of lin and the remain- 
ing seven from the same _ publication 
for the same month in 1899, the object 
of thi 1 parison being to show and 
convit ad iser that “‘the change 
of make-up, as sore printing, and the 
elimination of much medical and unde- 
sirable srtising “has made the De- 
uch more vi aluable to the first- 
The bochure is print- 
} heavily-coated, half-tone 
stock in *k, the front page being 
bordered and set off with lines printed 
in red. The cover is of a cardinal 
stock, the front cover serving for the 
mailing address, it being about 1% 
inches wider than the back cover, being 
folded over to serve as a fastener, hold- 
ing front and back cover intact. The 
Delineator is printed in big. bold let- 
ters ond in a heavy border, all in black, 
on the flap, and about the same dis- 
play appears at the head of “the side 
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for the address,” reading: “The Ad- 
vertiser and the Agent.” Size of bro- 
chure when folded, ready for mailing, 
514x8 inches. 

Lignell & Sodergren, apothecaries, of 
West Superior, Wis., issue each month 
1,500 copies of a 4x5% yellow four- 
page folder, which they call ‘Yellow 
Book” and which they fill with bright 
talks on drug and cognate subjects. 


" 





The Buffalo Evening ws issues a 
booklet called “Results: And a Few 
Words Telling the Cause,” filled with 
lctters from Buffalo retailers, teiling 
their satisfaction with returns secured 
from advertising in the Buffalo News. 
Each advertiser’s letter is given a page 
and a half-tone picture of him is given. 
They make an intelligent group. Size, 


3’ inches long and about 6 inches wide. 


T 








“oF 
GERMAN AND JAPANESE PATEN 
MEDICINE LAWS. 

The law now before the German 
Federal Council for sanction, regulat- 
ing the sale of patent medicines is, 
briefly, this: 

The public advertising of secret med- 
icines is prohibited; the bottles of re- 
ceptacles containing the substance and 
covers must show the name of the ar- 
ticle, and that of the maker with his 
address, as well as that of the firm 
which sells it and the price. It is 
prohibited to put on the bottles (o 
wrap them in papers setting for 
recommendations, certificates, or ) 
mention of cases in which the medi- 
cine effects a cure, or has a preventive 
effect. 

For the first time in its history Japan 
has a law in relation to proprietary 
medicines. The seller of a patent med 
icine is required to send in a detailed 
account of the use, dose and contents of 
each patent medicine he _ sells, for 
which he pays 20 yen and an additional 
2 yen yearly for each single one. The 
medicines may not contain any poisons 
The permission may be withdrawn if 
the maker should alter the composition, 




















or if it is proved that the contents 
injurious to health. Altering the com- 


position is punished with confiscation 
and 20 to 50 yen fine, forging the 
permission 50 to 100 yen, and secretly 
adding poisons means a fine of 
500 yen. The informer gets half the 
fine.—Newspaper Maker. 


0 to 





«o> 
IN THE FUTUR 
The advertisement of the future will 
one that will leave out any idea 
of being funny or “catchy.” It will 
tell store news plainly, clearly, honestly. 
When it talks about goods it will tell 
something about them. f they are 
good, the ad will not only say so, but 
will say why. If they are best—the 
same.— Bates. 





+o - 
IN MANILA. 

We have seen quite a number of 
Manila newspapers. There are hardly 
any advertisements but those of the 
liquor traffic. Great half-page ads of 
American beer appear, and loud display 
advertisements of whiskies and other 
liquors directly from the seat of civil 
ization and  Christianity.—St. Joseph 
(Mo.) News. 
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INK. 
HOW IT STARTED. 


An interview with F. A. Ringler, of 
this city, was published in the New 
York Commercial. Mr. Ringler was the 
irst person to show the publishers the 








i 

possibility of illustrating news day by 
day. He called upon George Turner, 
business manager of the New York 
World, and as Mr. Ringler says: “I 
laid before him what I thought | could 
do in the way of plate-making for 
newspaper illustrations. He was 
skeptical. Newspapers had been print 
ing a few pictures, but they were by 
the old process and had to be r 
two or three days, or even a week, in 
advance of publication. I tok Mr. 
Turner that if I were furnished with 
a photograph or drawing at 3 o’clock 
in the afternoon I could guarantee a 
plate in time to go into the forms of 
the next morning’s paper. Without ap- 
parently believing that the experiment 
would be successful, he agreed to try 
it, and a portrait was given to me to 
begin on. I made the plate according 
to promise and it was very well print 
ed in the next morning’s World. Next 
day I had another portrait to make for 
them, and that, too, was satisfactory. 
For a time the I/’orld had a run on 
portraits of men and women prominent 
in the current news, and they were 
printed on the first 1 it 




















so as to 





tract attention on the news-stands I 
was told that the Il’orld people believe | 
these pictures had a good deal to do 


with starting the circulation of the 
Vorld on the up-grade. Anyhow, I 
had orders right along.”—Newspaper 
Meker sWcu } rk City. 
+o 
VERMONT’S MAGAZINE. 

One of the significant signs of liter 
ary development in America is the pu 
lication in Burlington, Vt., of one of 
the latest of our magazines, the Jnter 
national Monthly. This magazine is, as 
its name implies, international in scope, 
and numbers among its contributors 
some of the most distinguished men 
in the do of science, literature and 
art. Probably never before has a pe 
1 of its high standard been edited 
and printed north of Massachusetts. 
Ilas the time come when it is no longer 
necessary for a magazine which aspires 
to a high literary standard and an in 
ternational circulation to locate in a 
great city?—New England Editor. 


‘\\ owas Yf/t, Cftél thee fe 
it costs no more ON 
to apply paints that [A d 
wear’5 years than tu eo — 
put on paints that last Zz 
only 2 years. Patton 5 s— 
Proof Paints are a//-weather = 
proof—guaranteed for 5 — 
years. Write for the Sun 
Proof Paint book and helps 
to color selection. Libetal 
inducement and agency to 
dealers. 
JAS. E. PATTON Co, 
P. O. Drawer 15 
Milwaukee, Wis, 
































CATCHES THE EYE, 
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A BETTER COUNTRY! 


Heaven is a Splendid Plece. 


: A Splendid Climate, Splendid Society, Splen- 
did Government, Splendid characterizes its every Mon sony Lowe 


If you have not 


joined the radke of those on the way to that better country, any of the 
Churches in this community will be glad to share their Church Home with you 


and have yotr companionship by the way. 


“Come thou with us and we will do 


thee good, for the Lord hath spoken good concerning Israel.” 


A cordial welcome 
@waits you at the 


United Presbuferian Church. 





THE RING OF LIBERALITY. 
New Artuens, Ill, April 22, 1900. 
Editor of Printers’ INK: 


the 


(T11.) 


church advertising, 


Speaking of 
the Pinckneyville 


osed from 


Demecrat ot April 
the ring of liberality 
the invitation is to attend any of 


21st certainly 
about it, since 
f the 





TWENTY YEARS OLD. 
Rocuester, Mich., April 14, 1900. 
Editor of Printers’ INK: 
noticed not long since a reproduc- 


Drugs 6 Medicines. 





DUNLAP « HOVEY, 


DRUGS, EDICINES, PAINT, 
OILS, GROCERIES, &c. 
North Side river, FENTON, MICH 


OUR DRUG DEPARTMENT 


s stocked with the best and purestM edicines, ta 
which we invitethe attention of Physiciansang 
others, 

PERSCRIPTIONS CAREFULLY COMPOUNDED A1 
ALL HOURS, 


pn addition to the best class of Drugaand Medi- 
nes, you will find a variety of important and in- 
igpensible articles, a few of which are enumerated 
elow 
RUIT EXTRACTS FOR FLAVORING: 
Lemon, Vanilla, Bitter Almonds, 
Raspberry, Strawberry, Pine Apple. 
OFFEE SUGAR, Crush Sugar, Brown Sug. 
Green Tea, Black Tes, Japan Tea, 
Sole Agents for the Great 
“Tea Co.’ 
AIR BRUSHES, Clothes Brushes, Tooth 
Brushes, Nail Brushes, Flesh Brushes, Crumb 
Brushes, Hat Brushes, Artists Brushes, Paint 
Brushes, Varnish Brushes, Sash Brushes 
ee. EXTRACTS, Colognes 
Bay Rum, and all kinds of perfumes 


Trusses, a large lot of every size and description. 
itch’s Supporters. Ladies and Gents’ Shoulder 
braces. 


Y ANKEE NOTION, Paper, Envelopes, Pens, 
Pencils, Violin Strings. 


RUIT JARS—Something new, cheap and very 
desirable. Call and see them. 
CIDER VINEGAR—The best eversold inthis 
market. In short our Stock of Family Suppliesis 
choice and desirable, and we sell as low as any. 


TOBACUO AND CIGARS—Fine Cut, Navy 
Spun Koll, Smoking Tobaccos, fine Cigars, &c. 


PAINTS AND OILS.—We have in 
Largest Stock of Paints and Oils in town 
quality goods and seljing low. 


store the 
. wf first 


tion of a long standing ad. I send you vertising. 








churches of the city. 
Yours respectfully, 
Jno. W. WHEGAND. 
o the Fenton (Mich.) IJnde- 
pendent that to my certain knowledge 
has not been changed for over twenty 
years. It is a veritable curiosity. 
Yours _ truly, W. A. Fox, 
Pub. Rochester (Mich.) Era. 
- - 
BROUGHT TOGETHER. 
La Satte, Ill., April 26, 1900. 
Editor of Printers’ INK: 
I ive a line of proprietary remedies 
that are wonderfully effective and have 
become established locally without a 







> line of advertising. Want to ad 
, | don’t know how and have 
vey to begin with. Any 
stions will be gratefully 
. a ¥ 
ement, 


which 









: re issue of Print- 
! Ink, is probably what you are look- 
ing for. Write to the advertiser: 





‘HE advertiser wishes to buy a_ promising 
trade-mark, medical preferred, for the put 
» of exploiting, advertisng and makines a 








ecess of the same. Address, with full particu- 
lars, “ADVE TISING EXP) RIMENT,”’ Box 672, 
New York City. 
es 
JUXTAPOSITION, 
New York, April, 25, 1900. 


Editor of Printers’ INK: 

In your issue of April 25th, on the 
eighteenth Z ‘ars. ans article 
headed, ‘ I would 
be obliged would explain 
, . &. 
Dictionary gives the 


ion: “A placing 
: P 











by side, or in appos 
contiguity. When the word is 
plied to two advertisements side by sid 
mplies that the two so placed ma} 
10uncement, picture, implicati 
rast not intended by eithe 
lvertisers involved.—[Ep. P. I. 


ADVERTISING ELOQUENCE. 

The most eloquent thing an adver- 
tisement carry is “good values.” 
Dayton ) News. 

nl AEE ee 

stupy of other people’s advertising 
the beginner more suggestions 
of rules. 





(O} 


give 
a volt 











Pur ertiser who keeps his eyes 
pen wi everywhere hints and sug- 
sti hich he can use in his ad- 





























A GOOD PLAN. | 

In writing your ads, circulars, 
talk yourself to death if you like, but 
just cull out the “meat of it” for the 
public Go right ahead and “write 
cwureatl out” and then prune, remodel 
and rewrite just exactly enough to 
nake the size ad you want. Whenever 
your brain “burning” with “ideas” 
and “thoughts” concerning your adver- 
tising, you make a mistake by not put- 
ting them all down in black and white. 
Oftentimes a dozen good ads may be 
culled from the jottings of one “dream”’ 
or thought spell.—Mail Order 1. 


is 


Tai Jour) 
~~, 
space 





ADVERTISING that seems cheap, 


when the circulation offered for the 
money is not considered, is often found 
to be extremely dear when that factor 


is given its due place. 


ARRANGED BY STATES. 











50 ) cents a line é 
16 o display 
Stust be handed 


idvertisements under this head 
each time. By the year $26 alin 
other than 2-line initial letter. 
in one week in advance 


CONNECTICUT. 

O*t 4Y high-grade advertising accepted by THE ) 
Day, New London. It carries the cream of 

9 business only. -_ 


GEORGIA. 


Sou THERN FAI MER, Athens, Ga. Leading 
‘ Southern agricultural publication. Thrifty 
22,000 monthly. Covers South 
Advertising rates very low. 


ILLINOIS. 





people read it 
and Southwest. 


( YONKEY’S HOME JOURNAL is a_profitable 
medium for advertisers to reach the hest 
class of people living in the smaller towns. Cir- 


culation for June over 150,000 copies. _Formsclose 
lsth of month. Rate, 60c. flat. Send for sample 


PRINTERS’ 


etc., | ___ 









copy and full particulars. W. B, CONKEY COM- 
PANY, Chicago, II. 


MAINE. 


»OYAL Baking Powder pays us same as Pink 
\ ham—Pinkham same as Royal Baking Pow- 
der. Other advertisers do the same. _!sn’t that 
the way to treat them—flat rate—all alike! Have 
our eye on two or three good ads not yet with 
We ‘em on same basis. COURIER- 

G AZE TT y 





tockland, 


CANADA. 


IAN ADVERTISING is best done by THE 
/ESBARATS ADVERTISING AGENCY, 


Me. (See Rowell’s.) 


Oe we 





INK, 
CLASS PAPERS. 


ERTISING. 


ADVE 


] )RINTERS’ INK, published weekly by Geo. P. 
Rowell & Co., was the first of the now nu- 


merous class of jour nals devoted to advertising. 
It likes to call itself The Little Schoolmaster in 
the Art of Advertising. Since its establishment 
in 1888 it has had nearly two hundred imitators, 
PRINTERS’ INK aims to teach good advertising 
by publishing good advertising methods, giving 


}examples of good and bad advertising and tell 


ing why. it also considers the value of news 
pi upers i as advertising mediums. Its columns ar¢ 
w ide ope n for the ——o~ any topic interest 
ing to advertisers. ery advertising man who 
is known at all has contributed to its columns 
PRINTERS’ INK’s way of teaching is by exciting 
thought and discussion, expressing occasionally 
an opinion in favor of one plan and opposing an 
other, but making no effort to be consistent, ad 
vovating to day to-day’s opinions and abandon 

r sto the - ad past. Aver 
8, 23. Subscription 





5% Advertising a es, Classified 25 
cents a line each time, display 4 ‘cents a line, 
Addre ss P -RINTE RS’ INK, 10 Spruce St., N. Y. 

RELIGIOUS, 
BAPTIST. 
YHE GEORGIA BAPTIST, Augusta, Ga., is read 


I by more than 5,000 progressive n 
ers and teachers in Ge org 
bama and Florida. Cire'n for 1899, 6,27 





> weekly. 





Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance, 








pWANTED.—Case of bad health that 
P-A-N S will not benefit. Send 5 cents to 
Eocee Chemical Co,, New York, for 10 


samples and 1,000 testimonials. 


400 


Copies Daily 
printed by 


THE DAY 





New London, Conn. 
No other paper in its field 
prints one-half as many. 





Montreal. 








| f) 


By Jum 


home paper, because it is the on 
prints all the local news every da 





the TRENTON TIMES has attained 
head of the procession in the New Jersey capital. 
penny paper in the city, the only afternoon paper and the only 


prosperous city of 75,000 people, and is the best advertising 
proposition we know of, especially for the price. 


TRENTON TIMES, Trenton, N. J. 





gam 


S ai at 





present place at the 
It is the only 


ly paper Trenton ever had which 
y- It goes into the homes in this 
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lf 
You’re | SELF CULTURE 


‘in the MAGAZINE 


Dark |] Mr. O. H. Wernicke’s E rperience, ti 
‘Printers’ Ink,” August 2, 1899. 


Mr. Frank 
as to how M. Tenny publishes 


to prepare an i).terview with Mr. O. H. 








your ad- Wernicke, manager of the Wernicke 
Co. of Elastic Bookcase Fame. After 
vertise- giving many it ideas about advertis- 
ments, circulars, booklets and cata- ing, Mr. Wernicke, in answer to Mr. 
logues, write to me for information lenny’s question as to how he rates 
1 can assist you. The light of the various magazines, says that 
sie “after the ‘Review of Re views,’ 
years of experience has made the Ser CuttuRE MAGAZINE 
entire subject perfectly clear to me. is the next best invest- 


ment for us.’”’ 


The advantage of dealing with me 
is that | attend to the whole busi- 








ness. 1 write, illustrate, print, bind Sere CutturgE MAGAzINE has the 
and deliver a job complete. I relieve largest circt lati on of any purely literary 
you of all trouble. One order, one monthly published west of Philadelphia. 








check, does the business. Write me Sample copies sent for the asking. 
and let me know what you want. Rates of any agency or 


WM. JOHNSTON, SELF CULTURE MAGAZINE, 
Manager Printers’ {nk Press, AKRON, OHIO. 


10 SPRUCE ST., NCW YORK 





















Ohe Gvening Journal 


JERSEY CITY, N. 
Goes into over thirteen thousand families in Jersey City 
and is a guest in over eighty per cent of the English speak- 
ing households in the city. 
Average daily 6 Average daily circulation for three 4 
circulation in 1899 14, 48 months ending March 31, 1900, 15,1 0 























500,000 “Tiox* 
Guaranteed and Proven. 


This new and valuable circulation 
has been obtained in the past two 
years by wide-spresd advertising 
and giving of attractive premiun 
$1.50 PER AGATE LINE. 

POPULAR FA HIONS circuiites 
among 500,000 paid subscribers in 
he country and the country towns. It carries a large amount of advertising and 

ALL ITS ADVERTISERS SAY IT PAYS. 
: 27 RECOL LECT! In all recent estimates made by judicious advertisers as_ to 
relative returns and cost of hundreds of advertising mediums, the place at the head of 
the list has been awarded 'to FVOPULAR FASHIONS as yielding the best returns based on the 
cost. Send orderg throuvh yo ir agency or direct. 


POPULAR FASHIONS COMPANY, 79 Fourth Ave., New York City. 
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YOU ARE NOT PAYING FOR EXPERIENCE 


when you advertise in the Vickery & Hill publications. 
They have been proven by advertisers, who have used them, 
to be sure and steady payers. Advertising is not placed 
in them on the basis of sentiment or friendship. The 
space runs into too much money for this. Advertisers 
watch their returns from these publications closer than from 
almost any others. They know that it is not what they pay 
for their advertising in the Vickery & Hill publications, but 
rather the profit they make on their investment that is im- 
portant. We could not get a different lot of new adver- 
tisers each issue. It is the advertiser who continues to use 
our mediuins right along that we have to rely upon. For 
this reason we aust and do give advertisers the very best 
value for their money. <A glance through our late publica- 
tions will show that we are still doing business with the 
same advertisers who used our mediums from one to ten years 
ago. The amount of advertising we carry is the best proof 
that advertisers are pleased with the results we give them. 
The circulation of the 


Vickery & Hill List ‘:.: 1,500,000 


and that of 


The American Woman ::. 1,000,000 


each month, making a combined circulation of 2,500,000 each 
issue, with no duplication. You can _ practically reach 
every mail order buyer in the United States by using space 
continuously in these great publications alone. Read what 
the following advertisers (who are still with us) said nearly 
one year — : 


NEw YorK, Aug 1, 1899. CuicaGo, Aug. 4, 1899. 
For genuine results n« rt a Pile on the list We have used the Vickery & Hill List fi 
on eset pn Rove oat aa — ction.” many years with uniformly good results 
iat we want is more like them Lyon & Healy. 
American Medicine Co. se 
BRIDGEWATER, Conn., July 21, 1899. Apams, N, Y., Aug. 4, 1899 
We have been using your publications I do not think | have missed an issue of 
continuously for the past sun and find your papers in twelve years and | certainly 
that for mail order pullers the results have Should not use tnem in this way if they did 
excelled all other mediums in existence. We not pay me. Ww. S. Rice. 
cann.t speak too highly of your list as valu- _ 
able mediums for ge new ul mail order ad- BATTLE CREEK, Mich,, Aug. 4, 1899. 
vertising, Cha Thompson } 


We consider the Vickery & Hill List of 
pape rs among the best advertising n ediums 
we use. From our one-inch advertisement’s 





seasae Trust Co.). 








w i ‘Your list Ai. We t one insertion last spring we received over 
fully consider ae et pts can — 6: y inquiries and from a previous insertion 
uly recommend 16 to every ul order of the same ad one time in Hearth and Home 


dealer, large or small. We find the at it gives 
quick and plenteous resu 
L. E. Goggins & Co. 


alone we received almost 400 inquiries. 
Eureka Weavers’ Supply Works. 





CHIC \GO, July 24, 1899. Cc 2, 

» * HICAG b. 14 
So long as your publications yield us as I placed a 60-line ee in - an 
, 8 ‘ed a 60- 

good returns as they have done in the past List for January and in American Woman 


1899. 
& Hill 








we intend to stay with you. : 
for February. Up to last Saturday I had re 
Bullock, Ward & Co, ceived 1,400 replies containing ‘money or 
BALTIMORE, Aug. 4, 1899 stamps, besides numerous inquiries. Yes- 
Will say that we consider your List sec- terday I received about 50 replies. 
ond to none. Lorrimer & Co, James Lee (Home Art Picture Co ). 


A fair trial will convince any advertiser that what we say is so. Send an or- 


der through your advertising agency or write for rates and sample copies to 
E. H. BROWN, 714 Boyce Bldg., Chicago, C. D. COLMAN, 520 Temple Court, N.Y. 


or to THE VICKERY & HILL PUBLISHING CO., Augusta, Maine. 
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The American 
Newspaper Directory 


FROM 


AN ENGLISH STANDPOINT. 














SAMPLE copy is before us of that indispensable work to 
all who advertise in America, the ‘* American Newspa- 
per Press Directory,” published by Geo. P. Rowell & 
Co., 10 Spruce Street, New York, price $5. To Eng- 

lish advertisers the price may seem high in comparison with 
English publications of the same kind, but the book is worth the 
money. It is issued quarterly, and a subscription of $25, or 


about £ 


45, entitles the subscriber not only to a copy of each issue 
and a copy of /’7inters’ Ink weekly, but to apply to the publishers 
of the Directory at pleasure for a confidential report concerning 
the circulation or character of any newspaper credited by the Di- 
rectory with a circulation rating greater than 1,000 copies per issue. 

There are inthe United States 20,806 newspapers and 
periodicals, and in Canada and Newfoundland 933, making a 
total of 21,739, and of all these the Directory gives the name, 
politics, religion, class and nationality, the frequency of issue, 
the editor, the publisher, the size of the paver, price, date of 
establishment and circulation, present as well as for a few years 
back. The magnitude of such a task can easily be conceived. 

In addition it gives separate lists of 

All papers rated over 1,000. 

All newspapers issued on Sunday rated over 1,000. 

All class publications rated over 1,000, with a complete 
index to each class. 

All new newspapers established since the previous issue 
of the ‘‘ Directory.”’ 

A map of each State, showing towns in which there are 
newspapers with more than 1,000 circulation, 

And several other tables and classifications. 

In addition, there is a brief description of each place in which 
newspapers are published, with population, railroads, local indus- 
tries, name and location of county, etc. 

The work is an essential to American advertising, and but that 
it lacks an alphabetical index it is perfect. At present, if you want 
to find the Ladies’ Home Journal you have to know it is published 
in Philadelphia and that Philadelphia is in Pennsylvania. With 
a general index the work would be as nearly perfect as possilvle. 
—Advertisers’ Review (London), April 16, 1909. 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
ecards or circulars,and any other suggestions for bettering this department. 





Comprehensive. 


( bubbood and 
Electric Blue 


will be the most popular col 


ors in negligee and _= semi- 
dress shirts this year—no 
doubt of that. 

In shirts our line simply 
covers the field—the whole 
field. 

All men can be suited 


as to color, as to cut, as to 
length of bosom, as to length 


of sleeve, as to fabric, as to 
price. 

Collars attached, collars 
detached. 

Cuffs attached, cuffs de- 
tached. 

Fifty cents, seventy-five 
cents, one hundred cents, 
one-fifty, and all up to the 
Hartwell standard of excel- 


lence—or your money back 


Just in Time for April Showers. 


° . 
Rain Coats. 

If you want style, warmth 
and comfort on a rainy day 
you ought to have one of our 
handsome Rain Coats. 

They look and feel like 
an all wool coat—but, unlike 
a wool coat—they won’t take 
water. 

Sut come and see for your 


self—the coats can tell their 
own story better than we 
can. 


Good Tomato Talk. 


Canned Tomatoes 
Solid Packed, 
Ripe and Red. 

These Tomatoes at $1.10 
a dozen cans are exactly 
what the heading says they 
are. 

Cans that contain 2-3 li 

quid and a few half-green 
Tomatoes are never sold here 
at any price. 
‘e always insist on and 
always get first quality in 
everything. We are mighty 
hard people to suit, but the 
harder it is to suit us, the 
easier it is to please you. 

There’s just about roo doz- 
en of these Tomatoes, not 
nearly enough for all of you. 
So get your order in quick 
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A Good Laundry Ad. 


Going to have company? 
setter let us do the family 
wash for four cents a pound, 
We wash and iron bed and 
table linen for 25 cents a 
dozen 


Life Insurance, 


Your Beneficiary 


Will be saved from all trou 
ble and worry if you insure 
in a _ responsible company. 


Our responsibility has passed 
the doubt.”” Pay 
ing the claims of the insured 


“stage of 


in a prompt and satisfactory 
manner has been our motto 
for thirty-four years—it is 
+ lay 

o-day 
ome G 





Old Watches | 
Made New. 


Practically speaking, after 
we have overhauled your 
watch, it’s a new watch, with 
the additional fact of its hav 


ing had more experience in 
time keeping than the one 
fresh from the makers. 

But we don’t resort to 


patching parts that should be 
renewed 
We have the most complete 


stock of watch parts in town 
to draw from, and we draw 
from it 


So we repeat, the watch we 
fix is practically a new watch 
when we're through with it. 

No watch shop can do bet 
ter work and none will do it 
more reasonably. 


For Eyeglasses. 





d Points, Well Taken. 





Yes or No. 

If you need glasses after 
our critical examination of 
your we'll say so; and 
we'll no just as quick if 


eyes 
say 
don’t. 

There are a good many 
people deciding the question 
for themselves, though, and 
that’s dangerous. 

The critical examination 
costs nothing, but it’s worth 
a great deal to you. 

Any one can afford to wear 
our good glasses. The 
lenses, fitted to our frames 
after careful test are only 
$1. 


best 











A Coffee Argument that 
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vincing. 
Coffee 
Knowledge. 
If we didn’t know just how 


to roast Coffee to a nicety 
we wouldn’t have a coffee 


roaster. 

If we didn’t know how to 
blend coffee perfectly we 
would hire some one who 
did. 

And if we didn’t know 


how to sell it cheaper than 
elsewhere we would go out 
of business. 

We want to tell you about 
our 35-cent Coffee to-day, be- 
cause its worth _ telling 
about. 

If there is a better coffee 
in H outside of this store 
it’s sold for moré money 
yes, we'll go further than 
that and say if there is a 
coffee so good it is sold for 
more money. 

If you’ll only try a pound 
you'll say the same. 


For Fishing Tackle. 


Think Tackle 


Thoughts 
and you’re pretty sure to 
think of our stock. We've 


an idea that pretty nearly all 
expert anglers come here 


our big selling makes that 
pretty plain—and where the 
expert angler comes and 
where the expert angler goes 
are pretty sure to be pretty 
od places to come and to 
ZO. 
. We sell Read’s tackle 
needn't say another word, 
except new arrivals. 
Ve also sell at a lower 


price another line of tackle 
that in some points approach- 
close to the Read’s 


es very 
high standard. Good all 
‘round. 

Think tackle thoughts 


about anything or everything 
you may need—come_ here 
and you'll go away pleased 
and stay pleased. Lot of 
reasons why, and you'll have 
fun finding *em. 








| 
| 
| 
| 
} 








For a Good Drug Store. 

Know our store as a drug 
store to be relied upon. Any- 
thing that comes from Kin- 
ner’s with Kinner’s name 
upon it, if unsatisfactory, 
may be returned for its pur- 
chased price. 

Kinner’s White Pine with 
Tar is our guaranteed cough 
syrup—it is a safe and sure 


Cough Syrup+-25 cents a 
bottle. 





is Quite Con- | 


| 
| 








For a Short Bosom Shirt. 





On that long-bosom shirt 
of yours there’s about six 
inches of stiff uncomfort- 
able bosom that for ordinary 
wearing serves no purpose 
whatever except to stick into 
your stomach when you sit 
down, wrinkle up and pre- 
vent your vest from setting 
properly, and to cause you 
annoyance generally, 

There’s deliverance in one 
of our short-bosom shirts. 

They've all the bosom nec 
essary for ordinary wear, 
but no more—you'll find 
one of them as comfortable 
as a negligee shirt. 

They’re here for soc up. 





Good One for a Headache Cure. 


Jumping, 
humping, 
Chrobbing 

headaches that make life 
seem for the time being not 
worth the living; they make 
you feel out of sorts, 
disagreeable to every one 
and to yourself—not pleas 
ant things to have, those aw- 
ful “head  feelings,”” are 
they? 

We would suggest when 
your head aches that you 
take our Instant Headache 
Cure, 25¢ a box. 

If they don’t cure your 
headache, from whatever 
cause, they cost you nothing. 
You know our reputation. 


cross, 





a Carriage Service and Baggage 

Transfer Company. 
7.,T ’ ~ ~ 
We'll Come 
In a Hurry 
As soon as you give us the 
word that you want a car 
riage or baggage wagon, and 
you can depend upon getting 
the best of service, too, at 
the most reasonable rates. 
Our carriages are the finest 
that money can buy and are 








equipped with all the latest 
conveniences. Innumerable 
wagons and careful assist 


ants to look after your bag- 
gage promptly and without 
confusion or annoyance to 


you. Call up the Depot Car- 
riage and Baggage Com- 
pany, ’Phone 183. 











For a Coal Dealer. 


Test One Ton 


of our selected coal and 
you'll find that it burns 
cleaner, makes less ash and | 
holds fire longer than any | 


other kind. | 




















Jus 
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For a Grepate. 


Six Ounces Better 
Than a Pint. 


Our Emulsion of Cod 
Liver Oil is the best—soc 
for a full pint. It contains 
50 per cent of pure Nor- 
wegian cod liver oil, togeth- 
er with four grains each of 
hypophosphites of lime and 
soda to the fluid ounce. 

“Six ounces of yours is 
better — a pint of any 
other,” said a lady who had 
tried several emulsions while 
searching for the kind “that 
her children would like to 
take.”” She found it in our 
preparation. It would do 
your little ones good 


A Coal Dealer's « Ad. 





Lehigh and | 


Linster 
Are closely connected names 
here in D . The Linster 


name has been associated 
with Lehigh coal for so many 
years that this is not strange 
We carry not only the best 
grades, but a _ special best 
grade, of this best coal—a 
grade learned from the long 
experience we have had in | 
handling it. But try it once 
and we are confident you 
will become our steady cus- 
tomer. Try also our hard 
and soft wood. 








For Real Estate. 


L il at This! ! | 


Four-tenement house and 
new stable, all in good re- | 
pair, monthly rental $37, in- 
sured for $2,800, will be sold 
for $3,500. Won't you take 
your pencil and do a little 
figuring and then tell us 
where you can invest money 
better than in Bellows Falls 
rented property? 

t as Good for Any Other Lis 


Looking 
oD 
Backward. 

We find a _ constant in- 
crease in our tea and coffee 
business. 

It isn’t any surprise to us, 
although it is most gratify 
ing. 

We give special attention 
to this branch of our busi- 
ness, and only the really 
good, meritorious brands can 
gain admission here. 

Try a pound of our 25-cent 
blend. 








1 














Printer’s Argument, Not New. 








Sale of Corset 

. 

Covers. 

It will be a_ short sale. 
There are three groups—a 
matter of 500 or so—that be 
cause of broken sizes, or a 
little soiling, are reduced in 
prices like this: 
25c and 35c kinds, now 
18c; 50c and 75c kinds, now 
25c; goc and $1 kinds, now 
50c. 

Some of cambric, others of 
nainsook. Some trimmed 
with embroidery and inser 
tion, others with lace and 
ribbon. Some tight-fitting, 
others with draw-strings—all 
_with low_ne necks. 





Good. 


A Mean Looking 
| Letter-Head 


Has lost many a dollar for 
business men. If a man is 
judged by the coat he wears, 
he is also judged by the let- 
ter-head he uses. An artistic 
letter-head may be looked 
on_as a good investment. 
Send your next job to the 
dD News Job Depart 
ment. It will be done right. 
The price will be right, too. 


A Good Proposition. 


Here One Month 


and note the accumulated 
savings in your purse. Note 
the high quality of groceries 
we send you. Note the at 
tention to your orders and 
the promptness with which 
we serve you. 

There are price induce- 
ments told below, but there 
is economy here for you ev- 


_ery day in the year. 





For a Jeweler. 
he Best Present 
Fee can give a friend who 
belongs to any of the excel- 
lent fraternal societies of 
our city is an emblem of 
that society. 

Lapel pins and buttons of 
solid gold and gold plate, 
finely engraved and enameled 
in appropriate colors, are 
here. New lot came the 
other day. Come and look 
them over. 

The prices go from soc 
to $1.50 and are all guaran- 
teed. 


Says a Great Deal in Few Words. 





But 
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Good Scheme for a Fancy Goods Store. 


| Battenburg 
Taught at 
Our Store. 


We have secured an 
pert lady teacher from 
ton, who will be at our store 
every morning during the 
week, and will be pleased to 
meet all those who are in- 
terested in this fascinating 
work. Ladies, this is a rare 
opportunity to get thorough- 
ly acquainted with Batten- 
burg. We cordially invite 
all those interested to call 
and get all the points nec- 
essary to perfect them in the 
details pertaining to this 
profitable pastime. 

We keep in stock all 
goods necessary for this fash- 
ionable and interesting work. 


€x- 


> 
208 














Useful Delesiasten 
Directly to the 
You Sell. 


It tens to Print 
that Applies 
Things 
Hints About 
Cream. 
Many have 
being able to 
properly; either it 
beat at all, or it 
into butter. In the first, the 
cream is not cold enough, 
and in the latter it is gen- 
erally too warm or too cold. 
The vesselin which the cream 
is to be beaten ..should be 
placed in cracked ice, and if 
a little sugar is ad led to the 





trouble in not 
beat cream 
will not 
will turn 





cream—say about half a tea- 
spoon to the quart—the 
cream will not turn into but- 
ter. At first the beating 
should be done rather slow- 


ly and the motion increased 


as the on thickens; it 
should then be placed on ice 
for an hour or so before it 
is used. 

If these directions are fol- | 
lowed our cream will whip 
every time. 


Sweet Cream, 30c quart. 
Ww hipped Cream, 40c quart. 





This 
Is Reasonable. 





Although we can’t give you 
lower prices than any one 
else, we can make the coal 
and service better. 

By good coal and good 
service we’ve built up our 
business. 

$y good coal and_= good 
service we mean to _ in- 
crease it. 

Ve boss the job ourselves. 

the yard 





One of us is at 
to watch every load that goes 
out, for your protection 
and ours. 











is Bound to be Believed Because 
It 





A eon Ad that Goes Into De 
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A Word Picture. 


| White Goods and 
Embroideries. 


Dainty—white as the first 
snow drops, filmy as April 
clouds, are the new white 
fabrics and _ embroideries. 
From all over the world, 
wherever snowy cotton and 
linen are spun and woven 
and worked, we have gath- 
ered them, that you may 
have the best at your com- 
mand. 

Of the white goods we on- 
ly name a few, and leave 
their loveliness to your im- 
agination 

India Linens, Swisses, Or- 
gandies, Nainsooks, Paris 
Muslins, Egyptian Batiste, 
Piques, Tuckings and Lace 
Effects. 

Of the embroideries 
will ask you to judge by 
looking at our special 25¢ 
line. Such exquisite needle- 
work is never seen under 
40 to 60 c. Nainsook, Swiss 
and cambrics; edgings and 
insertings; heavy open ef- 
fects, or fine intricate pat- 
terns—they’re a maze of 
beauty, at a marvelous price 
—z25c a yard. 





we 








For a Dentist. 


Our Office Door. 


Whenever our office opens 
to admit a patient we want 
it to be because the patient 
desires and expects only the 
best work. 

That’s the 
vertising. 

Whenever our 
closes behind a 
want it to be the seal of sat- 
isfaction upon the service 
given—and friendliness for 
our practice—to bring him 
again—with friends. That’s 
| the aim of our work. 





aim of our ad 
office door 
patient we 





Silver filling 75c. 


Artificial Teeth $8. 


! 


tails 


| Range Wrinkles. 


drawing the 
hearth off 
you draw 
and its rest 
fire box out 


‘gimely 
Red Cross range 
from the ash-pit, 
with it the grate 
from under the 
over the ash-pit. No dirt 
or ashes to fall onto the 
floor, and it’s as easily done 
as taking the lids off the 
top. 

Compare this way with the 
other grate ways you know 
vf, and then make compari- 
son of the other features of 
the i 
prices 
with 


By 








Red Cross Range and its 
and 
your 


we'll be content 
conc lusions. 
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For a Watch Repairer. 


Weary Watches 
Made to Run, 


Why not now attend to 
having that watch repaired? 
We've an expert who knows 
watches from A to Z, he un- 
derstands all their ills, big 
and little, and he doesn’t 
have to guess what to do to 
fix ’em. rhat’s one of the 
reasons why it'll cost you 
less to have it done here. No 
time wasted. It’s business to 
have your watch ready the 
hour he appoints, and you'll 
find it ready, too. 








A Sausage Ad that is Good. 


a: ; 
Yelling. 

There has been a lot of 
yelling about sausages of 
late, but it hasn't interfered 
with our trade a particle. | 

| 
| 
| 
| 


Of course, like everything 
else, we sell sausages cheaper 
than others. And why 
shouldn’t we? 

We buy more native little 
hogs than all H com- 
bined. 

We have the machine for 
cooling them and the ma 
chine for making them. 

And we have the trade to 
buy them—a trade that ap 
preciates sausage made of lit- 
tle pigs and seasoned to the 
queen’s taste. 

We make our own sausage 

we know what they are made 
of—we don’t have to take 
other peonple’s word for it or 
tack the profit on to your 
price. 10 cents a pound. 





Hotel Ad that Actually Gives Some 
Definite Information as to Prices 
and Accommodations. 


Hotel Earlington. 
Absolutely fireproof. For- 
merly the Gerlach, Twenty 
seventh street, West, near 
Broadway. Centrally located 
in amusement and shopping 
district, New York City. 

European plan, completely 
remodeled and_ refurnished 
at an expenditure of one 
hundred and fifty thousand 
dollars. 

Restaurants and palm room 
open until 1 a. m. 

Table d’hote dinner, six to 
eight. 

Tariff of rates: Single 
rooms, $1.50 and $2, detach- 
ed bath; double rooms, $3, 
detached bath. Double 
rooms, private bath, one per 
son, $3; two, $4. 

Suites of parlor, bedroom 
and bath, $5, $6, $7. Parlor, 

oT 


two bedrooms and bath, $9 
and $ro. 
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A Gentle Jolt for the Uninsured. 


= 
lo-morrow May 


Be Too Late. 


| 
| 
| 
| How_many times have you 
| put off something, saying: 
“T’ll do that to-morrow’? 
| But when to-morrow came 
| you again put it off and have 
| kept on putting it off ever 
| since. When asked why, 
| you say “Oh, there’s plenty 
| of time yet.” Is there? Just 
|} one example. A young man 
| was taken ill and attended 
| by a physician who left him 
some medicine to take at a 
| certain hour. When the 
| time arrived the young man, 
feeling better, said: “— 
don’t need that now,” and 
cast it aside. On the mor 
row a crape on the door and 
the tear-stained faces of wife 
and little one told a story 
too sad to picture. 

Among the many uncer- 
tainties of life there comes 
a certainty—it is Death, and 
we must all meet it. It rests 
with you to make provision 
for those who depend upon 
you. We offer the best pro- 

tection that money can buy. 

















» Much General Talk and Not 
Enough About the $2 Hat. 


| Our Medium- 
Priced Hats 
are more than medium in 
style. Don’t think for a 
minute that we're not after 
the man who never pays more 
than $2 for his hat. We 
pride ourselves upon our 
medium-priced headwear, 
and it gives us as much satis 
iction to sell a $2, $2.50 o1 
$3 hat as it does to see a 
customer put down his “V.” 
rhere’s nothing weak abou 
our “Phoenix Special’ at $2 
It has drawn the praise of 
hundreds of gentlemen. It 
| will please you! 


For a Storage Warehouse. 
g 


fi 
$s 





Storage Negotia- 
ble Warehouse 
Receipts. 


Separate rooms for furni 
ture under lock and key, ev 
erything new and clean, low 
est prices. Whole floors or 
less for wool, tobacco, ma 
| chinery, etc. Articles of ev 

ery description stored at 
| lowest prices. Inspection in 





| vited. See our new build 
|} ings, equipped with large | 
electric elevators, lifting 





00 pounds. 
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PERSUADING YOU 











To advertise in Street Cars 
running through populous dis- 
tricts is but one part of our 


business. The other is 





AIDING YOU 
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To get satisfactory results for 
the money you expend. If you're 
interested in knowing the nature 


of the aid we give, address 





GEO. KISSAM & COMPANY, 


253 Broadway, N. Y. 


MAIN FLOOR POSTAL TELEGRAPH BUILDING. 
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Written by Will J. Gray, Sherbrooke, Canada. 
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You have an article to ex- 


ploit which will interest every- 


body. 


You wish to interest the 


people when they are on their 


way to buy. 


Place your card in the 
Street Cars. It is possible a 
display will just determine an 


undecided customer. 


We control car space every- 
where. We would like to 
discuss the matter with you 
at your office if convenient to 


you. 


GEO. KISSAM & CO.,, 


253 Broadway, N. Y. 


Written by VernonS Smith, Buffalo, N. Y. 
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A Street Car Card 


IS A SMALL THING 











UT it reaches the newspa- 

B per reader, the billboard 
reader, the circular reader 

and those who read no other kind 
of anadatall. Can you find any 
other medium that will do all 
this? This is not idle talk but 
has been proven over and over to 
the satisfaction of large adver- 
tisers. If you are interested in 


Street Car Cards drop into our 


office and let us tell you some- 
thing that will be to your benefit 
if you are an advertiser. 








253 Broadway, N. Y. 


Written by Roy McClary, Burke, Idaho. 








Geo. Kissam & Co. 


14 Branch Offices. 


THE CAR CARD MEN. 
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